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Ir you act quickly, you can still stock 
Telechron Electric Timekeepers, before the 
Christmas rush commences. If yowre wise, 
you will! 

1930 has been a Telechron year, with sales 
far ahead of previous highs. It will end with 
a tremendous Telechron Christmas. For a lot 
of good reasons. 

Americans are accustomed to electric con- 
veniences—are quick to welcome new ones. 
Telechron is the newest electric convenience. 
It plugs in simply, quickly—insures accurate 
time—ends the annoyance of winding, oiling 
and regulating. It offers the widest range of 
retail prices ($9.75 to $55) and the 
greatest variety of models. All of 
which will mean thousands of Tele- 
chrons under thousands of Christmas 
trees on December 25th! 

Stock Telechron- product of the 
oldest and largest company in the 
electric clock field—backed by Tele- 
chron Master Clocks in America’s 
power houses—supported by dominat- 
ing national advertising—priced to 
allow you generous profits! 

Stock Telechron now and catch the 
Christmas crowds! We are equipped to 
make prompt delivery in any part of 
the country at any time. Which is 
probably the best reason for mailing 


the coupon below today! 
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TO ORDER TELECHRON CLOCKS 
FOR YOUR CHRISTMAS TRADE 
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Above —No. 357. Modern. Black and chrome. 
Retail price, $15 


Left—No. 325. Mahogany finish. Gold dial. 
Retail price, $11 

















Name — 


Address — : wes 





WARREN TELECHRON COMPANY 
121 Main Street, Ashland, Massachusetts 


Please send me information on Telechron Elec- 


tric Timekeepers and details of your authorized 
dealer franchise. 
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If you are especially interested in 
any of the following electrical de- 
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The Course of Business 


HE visibility is very low and does not 

increase as week by week we come 
nearer the veil that seems to shut off a 
clear view of 1931 prospects in business or 
in commodity and security markets. . 
A haze of uncertainty hangs over the 
efforts being made to stabilize commodity 
prices and to secure effective international 
financial cooperation toward restoring con- 
fidence in long-term investment. Steady 
vision is disturbed by the continued decline 
in indicators of business activity as we drift 
through the fag end of a poor year... . 
Our index dropped off further, from 
79.5% to 78.2% of normal, though the 
declining tendency is not as uniform as it 
has been in recent weeks. Steel and build- 
ing are not giving way to the usual year- 
end slump as rapidly as might be expected. 
Concerted resistance to further deflation of 
copper, iron and steel, wheat, and sugar 
prices is a justifiable experiment, but the 
outcome is doubtful. . . . Better buying of 
bonds by banks and apparent accumulation 
of cheap stocks by large interests are 
further hopeful signs of stabilization in 
financial markets, though Wall Street is 
not yet ready to discount 1931 business 
improvement. . . . Beyond the turn of the 
year all that can be seen with reasonable 
certainty is improvement in steel under in- 
creased railroad and automotive demand, 
and in automobile production as deferred 
buying power comes into the market with 
the new year sales appeal. . . . The holi- 
day trade will test general purchasing 
power and in face of curtailed production 
during the rest of 1930 will probably pro- 
vide the basis for general quickening. of 
industrial activity early next year. 

The Business Week, Nov. 26 
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AGAIN— 


Muck of the present criticism of power company merchandising has behind it 

the assumption that there is a fixed volume of demand business in any locality 
for electrical merchandise which, if the power companies were not in the appliance 
business, would be divided as an increase among the complaining trades. 

Experience shows that this assumption is not justified. Electrical appliances are 
not demand merchandise. They cannot be sold as groceries are sold. If they are to 
move in any considerable volume, a continuous promotion is necessary. This necessity 
for a continuous promotion of the whole line and pioneering of newer products is the 


' consideration which caused the power companies originally to engage in the distribution 
; of appliances. 
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© ee recommendation to the retail trades (electrical, hardware, department store 

and others) is to forget their attack on the principle of power company merchan- 
fs dising and concentrate on the changes in practice which will give them the competitive 
i break which they are seeking. Also both parties should recognize an identity of interest 
in the sale of appliances: the power companies benefiting by the load built through 
dealer sales and the dealers benefiting by the aid which the utilities can extend. 

The situation needs clarification of thinking and an agreement on objectives. 
Industry opinion is crystallizing on the major points involved along the lines recom- 
mended in the November issue of this magazine. We believe these recommendations 
are deserving of a further summary as follows: 


Ss a 


1. The power companies will continue to sell merchandise. 
2. They will continue to spend money in promoting their business. 
3. It is not in the dealers’ interest that promotional expense should be curtailed. 
4. It is not in the interest of the power companies to countenance any competitive 
practices which injure the dealers or reduce dealer sales. 

5. The power companies can build load more cheaply by extending to all legitimate 
' dealers any special allowances or terms which they institute for the purpose of pro- 
moting their own business. 
6. The power companies should organize and compensate their sales force on such a. 
k basis that executive policies on cooperation are carried out. 
iB 7. The power companies should buy merchandise through recognized wholesale chan- 
nels. The practice of buying direct from manufacturers weakens the wholesaler as a 
factor in appliance distribution, reducing the pressure for more sales through a multi- 
plicity of small outlets and contributes indirectly to a greater distribution cost through 


duplication of manufacturers’ selling effort. 
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By 
Laurence Wray 


[ce Edison Electric Illuminating 
Company of Boston, one of the 
largest utilities on the Eastern sea- 
board, has just announced a policy of 
absorbing the cost of range installation. 
This marks their formal entry into that 
increasing group of central stations who 
are building range load by allowing in- 
stallation costs on all electric ranges sold 
in their territory. 

According to Richard Lincoln, Super- 
intendent of Appliance Sales for the Bos- 
ton Edison Company, they have not been 
entirely uninfluenced by the experiences 
of Hartford, Springfield and Greenfield, 
all New England utilities, in this matter. 
Springfield, serving some 40,000 domestic 
meters on which less than two years ago 
had scarcely a range connected to their 
lines, sold some 600 in 1929, and antici- 
pate exceeding 1,000 the present year. 
Hartford, with some 60,000 meters, was 
faced with much the same situation. 





Richard Lincoln 





BOSTON EDISON ADOPTS 
Free Range Wiring 
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And in addition: We now announce a 
new policy whereby our customers get all 
their range wiring, in most every case, free. 


They, too, expect to reach the 1,000 mark shortly. The ing. In the past five or six years the Edison company, 
story of their experience over a six months period will serving 300,000 meters in metropolitan Boston, has suc- 
be published in these pages in an early issue. ceeded in selling between 500 to 600 ranges a year. But 

For the Edison Electric Illuminating Company of the figures in the last two have shown steady decline, 
Boston, a comparative giant in New England central despite active promotional activity in every branch of the 
station operation, the anticipated results from their new Edison company’s commercial department. Last year’s 
range merchandising policy will be even more far reach- (Please turn to page 49) 
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Spreads 


PACIFIC POWER AND LIGHT 
Puts Dealers on Full Equality Basis 












“gest ELECTR 
RANGES 


: Including wiring, water 
heater and tank cover 








This New Cooking Marvel 
Is Now Made Easier 
For YOU to Own 


Tha distinctive advantages of cooking the Westinghouse way 
have won the enthusiasm of millions of women everywhere. 
No one the fame of Wastinghouse * ‘Flavor Zone” Ranges 
~ _ Oven" cooking has created in you @ de- A Beautiful New Full Automatic Full Enamel West- 
tire for ownership. inghouse Range, with all wiring: and electric water 
TODAY . ... all the great we 8 of owning a Westing- — heater and tank cover installed complete . . . and 
house Electric Range are ip? easy reach. Bo. —_tully guaranteed . . . all for 

sides you are offered the 








JUST THINK! 





veonomy, matchless values, PLUS a most ideal purchase and 0 / 
payment arrangement, This covers complete installation of your : 7, 
range, your wiring, your electric water heater and tank cover, 

You make the purchase from your dealer . . . your Power 

Company co-operates by giving the highest ope of service. 


And # you wish, the services of a Home Economist Expert will 
be given you--FREE—in your home! 





~ Your dealer will demonstrate the superior features of Westing- 
_ automatic control, When you install the “Flavor Zone” 
ange you have merely to place cold foods in the oven . . . 
pe the clock . . . adjust the thermometer, and spend the rest’ 
of the time as you please. 
ten SSnteetor © Ma prdaadn nusperaons Aad and r “4 MON THS 
foc she Goh Wy tr preteek tp wees TO PAY! 


rne H. Moon 
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: Your Dealer Will SELL It—Your Power Company Will SERVICE It 


ELECTRIC POWER & APPLIANCE CO. HUDSON ELECTRIC STORE 
120 East Walnut St. Phone 9525 2) North First St. Phone 4886 


G. A. ESTEP & SON ELECTRIC CO. VALLEY ELECTRIC COMPANY. 
717 West Yakima Ave. Phone 9401 3 North Second St. Phone 5800 














Full pages were used by the power com- 
pany to announce the new range policy. 
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Clotilde Grunsky 






HE friction which arises perennially between 

power company and electrical dealers in various 

sections of the country is essentially due to two 
things, in the opinion of Verne H. Moon, merchandising 
manager of the Pacific Power and Light Company of 
Washington and Oregon. In many cases the dealer feels 
that the power company undersells him, either in allow- 
ing special prices on appliances or in offering long 
period terms with which he cannot afford to compete. 
And secondly he has felt that the power company sales- 
man, if not the power company official, was his enemy, 
ready to take a prospect from him if possible by any 
means available. 

The Pacific Power and Light Company has long done 
its best to remove most of these points of friction, and 
although the company is actively in the business of mer- 
chandising electrical appliances, on the whole it has 
enjoyed very satisfactory relations with the electrical 
merchants who serve the various communities into which 
its lines extend. The company is desirous of putting 
its merchandising policy on an entirely fair and logical 
basis, however, and Mr. Moon has devised a plan for 
dealer co-operation which he believes will meet any 
possible objection to the company’s operations in this 
field. 

The plan is based on the primary premise that it is 
ethical and desirable for the power company to mer- 
chandise electrical appliances. Mr. Moon believes that 
it is entirely logical for the central station to take the 
lead in developing the domestic, as well as the com- 
mercial or industrial load on its lines and, indeed, that 
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only where the power company does offer this construc- 
tive leadership are the people educated electrically and 
is the market stimulatd to anything like its possibilities. 
He believes that as a result of power company advertis- 
ing and active sales methods a better market is opened 
up for every dealer in the community. 

Mr. Moon believes, also, that any assistance rendered 
the independent electrical merchant should be such as 
to leave him still independent with a full incentive for 
active work.and rewards in proportion to his activity. 
He does not contemplate presenting the dealer with 
anything on a silver platter. 


HE Pacific Power and Light Company has long 
maintained a policy of not cutting prices on major 
appliances and it has allowed the dealer to come in on 
equal terms with the power company on monthly specials. 
An exainple of just what this means is found in the 
November heater campaign. On this occasion the com- 
pany offered a spot heater which ordinarily sold for 
$7.50 for $4.95, cash price. The term price was 45 
cents down, $1.00 a month for five months—total $5.45. 
A combination radiant and circulation type heater was 
sold for $12.50 cash or on terms at 95 cents down, and 
$2.00 for six months—total $12.95. 

The power company offered these heaters to dealers 
at.a figure of $3.50 for the spot heater and $8.50 for 
the combination type, f.o.b. the company store in the 
dealer’s respective communities. 

Time contracts were carried by the power company 
on sales made to power company customers. That is, 
dealers turned their contracts over to the local office 
of the central station and received in exchange the cash 
price of the heater, less, of course, the down payment 
which he had already received. 

The dealer is perhaps more interested in the larger 
appliances, however, and the Pacific Power and Light 
Company has devised a system by which it believes the 
independent merchant will be able to compete success- 
fully with its own activities in the sale of electric ranges. 


HE power company sells Hotpoint ranges and will 

continue to put intensive sales effort into this field. 
It has undertaken now, however, to carry Westinghouse 
ranges and water heaters for the benefit of any dealer 
who wishes to co-operate. The terms of its offer com- 
prise the following advantages : 

1. It will carry ranges in stock and will furnish dis- 
play stock to co-operating dealers at no cost to them. 

2. It will furnish service on Westinghouse ranges on 
the same basis as on the Hotpoint which it now carries 
and will maintain a stock of repair parts. 

3. It will give the dealer full use of its home service 
department, following up sales made by the dealer as 
well as those made through its own department. ’ 

4. It will carry paper for the dealer on Westinghouse 
ranges, water heaters, and range wiring on the same 
terms which it allows on its own sales—that is, payment 
within thirty months. 

5. The dealer will be allowed 25 per cent discount 
from the factory list price. 

6. All sales made by dealers will be counted on power 
company district quotas. 

In return the dealer must sell at least three ranges a 
year. 

In case the dealer already handles some other line of 
ranges or prefers to handle some other line, the power 
company will co-operate in the same way as on West- 
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inghouse ranges, except that it will not carry these 
ranges in stock nor will it carry parts for servicing. In 
such case the dealer must supply his own stock to carry 
on the floor and must keep on hand a supply of repair 
parts. The power company will furnish him home serv- 
ice, however, will carry his paper, will allow his sales 
to count on their quotas and will lend him the services 
of their service department. For this he will be billed 
for the time of the service man and will in turn bill his 
customer for time and parts which he has furnished from 
his own stock. 

For some time the Pacific Power and Light Company 
has paid its salesmen on a flat salary basis—and with 
the new arrangement which allows dealer sales to count 
on quotas, Mr. Moon feels that the objection to sales- 
men competition has been removed. 

The advantage of the present arrangement, in Mr. 
Moon’s opinion, is that the manufacturer, the power 
company and the dealer will all be working for the 
dealer’s success. At the same time the power company 
is left free to push its own line to the best of its ability. 
The dealer will profit only if he works to make his sales. 
but he will be able to compete on equal terms with the 
power company. 


N THE past the only complaints which have come from 

dealers have been in relation to the long terms offered 
by the power company. The company has felt that its 
long term offer was very satisfactory in stimulating sales 
from its own standpoint. It has now removed dealer 
criticism by allowing him to offer the same terms. 

In the past misunderstandings have arisen owing to 
the fact that the power company did not “service” other 
ranges than those they handled themselves. This harm- 
less statement by a salesman was occasionally misinter- 
preted by a customer and repeated to a dealer as a refusal 
on the part of the power company “to give service” to 
owners of other makes of ranges. Of course, such a 
statement was never made. As the company is now pre- 
pared to service all makes of ranges under the conditions 
specified there will now be no opportunity to twist words 
to mean something which was not intended. . 

Once in a while also there is a complaint which arises 
from a district where new lines are being put in. These 
also are due to frank misunderstandings or misquotations 
of harmless remarks. In order to obviate such a diffi- 
culty, the power company is now stating its policy in 
regard to extensions, and as to the sale of electric equip- 
ment to be used on them, in black and white. The printed 
statement will be given to each customer and will be 
familiar to every dealer so that there will be no chance 
to allow such a misunderstanding to arise or to grow. 

The new merchandising set-up is now in process of 
being carried out on all Pacific Power and Light Com- 
pany’s lines. In Yakima four dealers are already work- 
ing with the power company on this basis and in Hood 
River two have taken on the Westinghouse line and one 
is carrying another make of range. And so on over the 
entire system. In some cases the dealer for the first time 
is going actively into the range business, believing that 
under this arrangement he will be able to carry on a 
profitable business. j 

Time alone will tell if there are any unforeseen wrinkles 
which may need later to be smoothed out. Most impor- 
tant of all is the intention of fair dealing and good will 
back of the plan. This is permanent. The particular 
details of operation will always be subject to revision as 
experience may show the need. 
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ROBERT J. MALCOMSON 


 o-. NING a rather fleet quarter mile, Robert J. Malcomson 
first thought of following in the footsteps of his famous brother 
when he entered university. Then the Student Union activities 
appealed to him as more interesting, if less heroic, and gave him 
the ability to talk on his feet which twice has stood him in 
good stead. 

On a student inspection trip, Malcomson impressed officials of 
the North Shore Electric Line and on completing school began 
selling scads of freight for that organization. Again while acting 
as a guide for a group of officials, his ability impressed a visitor to 
the extent that he was placed in charge of street lighting. This 
led indirectly to Mr. Malcomson’s present connection as assistant 
to the vice-president in charge of sales, Public Service Company of 
Northern Illinois. 

His hobbies are two chubby youngsters, of whom he takes yards 
and yards of motion picture films. 
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M. R. RODGER 


N JANUARY, 1921, when the United States was just getting 
over another depression, a young chap walked into the offices 








} of the Central Illinois Public Service Company at Springfield, IIl., 
and (5 minutes later) walked out with a job as salesman. 
[ It was the first step in a career that found M. R. Rodger, in 


October, 1929, made manager of the Merchandise Sales department. 

Puttering about his home making experiments, assisted chiefly 
by his 4-year-old daughter; Rodger has found his great interest 
in lighting. In his former capacity as illuminating engineer of the 
company’s commercial department, he has always taken an active 
part in lighting activities. His own home is a model of what good 
lighting can do. 

Apart from that, he has served in the War, is a Mason and a 
Shriner. He plays, it is said, an inspired game of golf. Not, he 
will tell you, of the miniature variety. 











DOUGLAS McCLELLAN 


YEARNING to play ball on the Hurley 

Machine Company team started Douglas 
McClellan toward the job he holds today. A 
badly cracked third finger and his parent's 
objections caused him to give up his athletic 
ambitions and settled down as a washer sales- 
man at Hurley’s fifteen years ago. 
Weiboldt’s, Chicago’s outlying department store chain, next offered him 
an opportunity of managing a washer department. Arriving on the scene 
McClellan found a stock in which the $69.50 dolly type washer predom- 
inated. Most of the makes were absolutely unknown. When he left 
Wieboldt’s nearly every brand carried was standard and from $69.50 he 
had worked the average sale up to around $140 and the floor was dotted 
with $175 washers. He originated the idea of rotating salesmen, one day 
on the floor and one day outside, and found it brought immediately suc- 
cess. He built up a department that did a $300,000 a year volume. 

Today he sits in the chair of Herman Price at the Davis Store and as 

near as he gets to the baseball field is a box seat at Cub’s Park. Still he 
shoots golf that is in the early 80’s, and is content. 


~ 
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You Can’t Drive a Spike With a Sponge 
No Matter How Often You Soak It 


By Alan 


‘6 IVE dollars—and it’s yours!” 
k He had thrown the white rays of a flashlight 
on the gleaming new Premier-Duplex that lay in 
the dim hall and, as he spoke, he deftly whirled the handle 
around so that it “accidently” jammed the apartment door 
which I had just opened. Grinning broadly at me, he 
again chirped: 

“Five dollars—and it’s yours!” 

“Oho!” I chortled. “Look what St. Nickel-less has 
sent to me!” 

“Then you'll want the Spic-Span, too!” he chattered, 
making a hurried lunge for a dark corner of the hall. 

“Don’t want either,” I retorted. “Say, big boy! Why 
don’t you tie a nice red ribbon in the fork and have some 
holly on the head and when you turn that flashlight on 
it—wow !” 

“Tt clicks without—what are you doing, fellah, kid- 
ding me?” 

“No, for Christmas—” 

But he had already rung the bell next door and I heard 
his cheery : 

“Five dollars—and it’s yours!” 

A check-up of the house showed that he had covered 
the eighteen occupied apartments in fifty-five minutes, 
closing one deal and lining up another woman who was 
a cinch for the call-back. An incompiete check of the 
house next door revealed that he had sold at least one 
machine; the deal involving a trade-in and he had al- 
lowed $5 on a cleaner which ordinarily rates $10 or $15 
for old’ models. Neighbors reported seeing his car, a 
brand new Ford four-door sedan, in the block for three 
consecutive days. 

“Tt clicks without—” 

That was quite evident! 


HE fact that this bit of canvassing technique got 
under my pretty calloused hide is not the most sub- 
stantial reason for its general use at this time. In its 
very principle, some such method as this seems to most 
clearly meet the situation which the salesman faces this 
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year. Let us glance briefly at that situation in order that 
we may understandingly present, as the scientific Wat- 
sonian behaviorists say, stimuli which will condition a 
favorable response. 

The salesman, working either cold turkey or along the 
line of sustained creative effort which I sketched in the 
October issue of Electrical Merchandising, is now right 
up against Christmas. Normal sales effort does not 
evoke a normal response and, growing panicky, he tends 
to run wild without using his wits. 


LITTLE cold analysis reveals, not only the folly of 
such a feeling, but the track he should follow. 

First, there are just two classes of prospects this year, 
or any year: those who have the old do-re-mi, and those 
who haven’t. It’s half the job of our canvass to locate 
and eliminate those who haven't. 

Second, those who have the what-it-takes are of the 
three usual types of humanity: phlegmatic, vital or men- 
tal. The phlegmatic, or sluggish, type may also be dis- 
missed at this time, not only because they constitute a 
relatively small part of an average territory, but because 
they are more than apt to fall among the have-nots 
anyway. The other half, then, of the job that our can- 
vass must do, is to separate the vital and mental types 
and to distinguish them in the group which has money. 

And this brings us back to the beginning of the story 
because, now that we have analyzed the situation, can 
you think of anything better than that bright young 
man’s canvass, for separating those who have from those 
who haven’t, for classifying the vital and mental types, 
for jolting the consciousness of the two latter classes, 
and, at the same time, presenting the merchandise to them 
in its most immediate, attractive, and price-alluring form? 

“Five dollars—and it’s yours!” 

In short, make a definite proposition as a last resort 
and put it up to them to accept or reject it. No evasions, 
no feints, no camouflage. A definite proposition, in plain 
definite United States. Here it is—five dollars—yes ?— 

(Please turn to page 52) 
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Editor, Electrical Merchandising: 


The new Model 2-F Easy Washer is, I believe you must admit, 
the one described in the second sentence of your editorial on 
page 46 in Electrical Merchandising for November. This new 
model selling at the lowest price in our history, but which is inci- 
dentally just one of seven items in the Easy line, has, as you 
know, apparently precipitated a whole fresh discussion of the 
price question in the industry. This we welcome. 

We agree heartily with you and other factors in the industry 
that prices in general on wringer-dolly washers, which are the 
staple of the industry, are entirely too low for the comfort either 
of manufacturer or dealer if either is to depend on this item 
solely for his income. This is a situation we regret very much, 
but it is certainly not one of our making. In fact, we are not 
prone to charge it even to those manufacturers who first cut the 
price from $155.00, at which the rest of us were selling wringer 
machines, to $89.00 and $99.00. Rather do we charge this to 
the natural working out of the economic and human considera- 
tions that always influence a simple commodity of this type when 
it is passing from a specialty to a staple. Today, the low-priced 
standard wringer-dolly machine is understood generally by 
women, requires no home demonstration as Mr. Skinner very 
ably points out, is usually bought off the floor or in response to 
an advertisement, and is even sold with difficulty at the door. 
This last is due to the low commission available to the salesman, 
to the fact that the salesman has very little of a special nature 
to tell her about the machine, and to her own feeling that she 
usually pays a higher price for a staple commodity at the door 
than she does downtown. 

There seems to be an idea on the part of many that there 
is now something highly desirable and even sacred about a $99.50 
price. To this we do not subscribe. We think the prices are too 
low at even $99.50 but we do not see what can be done about it 
in connection with the wringer machines. We sold them for 
$155.00 long after other large factors in the industry were selling 
them at $89.00 and $99.00. Easy wringer machines were the 
very last, we believe, among even the reasonably important makes 
in the industry to be sold in the $100.00 price class, and this 
less than sixteen months ago. At the time we brought out this 
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$79.50 machine, we knew of course that every manufacturer, 
except two, of any importance in the industry were already sell- 
ing practically their standard $99.50 machines to the mail order 
houses, to the department store chains, to individual department 
stores or to other purely price houses for resale at under $80.00. 

In view of this situation, we have been particularly astonished 
at the furor that has been raised in some quarters in the industry 
over our entry into this field. In fact the 2-F was brought out 
in response to an urgent request from our dealer organization 
who felt the need of some price answer to this price competition 
that was being advertised so widely in the papers and was draw- 
ing the public away from their own downtown outlets or destroy- 
ing the effectiveness of the canvassing salesman when he called 
at the door. We discontinued our $99.50 wringer-agitator machine 
because we had created in the 2-F a new and better Easy Washer 
of this type, and although the machines looked decidedly differ- 
ent, the older. machine would do no more for the woman in the 
home and was no better in quality, because everything we make 
has the best material and the best workmanship we can pos- 
sibly put into it—this in particular contrast to Mr. Meehan’s 
feeling that a low-priced machine “has to be serviced more than 
a high-priced machine because it is presumably not made of as 
fine a material and good workmanship and further, that the 
assembly of the completed parts must be made as quickly as 
possible.” 

The Model 2-F is not a machine made to look and be $20.00 
cheaper than some other item of the same general nature in our 
line. Rather it is the best wringer-agitator washer we know how 
to make and is sold at a bargain price—this in accordance with 
the specification Mr. Pembleton lays down in the next to last 
paragraph of his letter to you. The higher-priced machines in 
our line we justify not by extra quality but by the extra things 
they will do for the woman—this directly in accord with Mr. 
Smither Merrill’s second paragraph of his letter to you. The 
model in question was brought out then to help our own dealers 
and in response to their demand, although of course it has been 
taken advantage of very widely by dealers who have previously 
handled other merchandise. 

Our move, then, in bringing out a new and better Easy 
wringer-agitator machine at $79.50 was we felt merely to correct 
a situation where our prices had been out of line with the rest 
of the trade on the industry’s staple article. It was merely an 
incident, however, in our merchandising program and the case 
for ourselves and our dealers can not be fairly presented unless 
it is understood that our principal interest is still in the continued 
successful sale by ourselves and our dealers of $165.00 merchan- 
dise. We believe our dealers in 1931, as they have this year 
and for four years straight, will sell the major portion of their 
volume in $165.00 merchandise and will make the large portion 
of their profit on this merchandise. We believe they will be able 
to sell it because we, and some other manufacturers in the busi- 
ness, have for some time recognized the staple nature of the 
wringer machine and the fact that if a higher price is to be com- 
manded and gotten profitably for the dealer and ourselves, the 
higher-priced machine must represent an actual specialty which 
will offer additional safeguards, both personally and to the 
clothing, and which will perform extra functions for the woman 
in return for the extra money. This specialty factor is repre- 
sented in the industry at the present time by three types of extra 
performance merchandise: first, the centrifugal dryer which at 
least five manufacturers are vigorously pushing; second, the new 
squeezer machine which one manufacturer is just putting on the 
market; and third, the different, but old and widely accepted 
vacuum cup principle of washing. 

We anticipated and are finding that these lower-priced washers 
do not diminish, but are actually increasing, the sale of our 
centrifugal dryer machines—first of all because of the extra fea- 
tures both Mr. Merrill and Mr. Skinner cite as being necessary, 
and secondly, on account of the technique of selling this type of 
washer which we have developed to a high degree and which you 
will note Mr. Edkins states is necessary to this type of operation. 
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WASHERS? 


We sell the three major divisions in the trade—the Central 
Stations, the Department Stores and the Specialty Dealer. We 
feel that we have in our line of products and in our merchandis- 
ing program the materials and methods particularly adapted to 
helping each of these three major groups market washers in 
volume and at a profit. There has been nothing hysterical in 
our going into the lower-priced field. It has been deliberately 
planned to take care of a situation facing our dealers, and brought 
on by others. How long we shall continue on our present pro- 
gram and whether or not we replace the present model with one 
at a higher price or lower price is all going to be determined 
by the needs of the dealers. If, out of this discussion that you 
are sponsoring, there can come quickly a crystallized opinion on 
the part of the dealers and a sound practice on the part of 
the manufacturers, both large and small, the industry will indeed 
be in your debt. Incidentally, we will be the first gladly to 
conform to any different course than we are now pursuing which 
may be proved to be to the best interests of all concerned. 


L. R. BouLWARE, 
General Sales Manager, Syracuse Washing Machine Corporation. 


1900 


tditor, Electrical Merchandising: 


Your query in regard to the future of our company in regard 
to the prices which we propose to establish for dealers. This 
is a very difficult problem. I feel rather that we are a victim 
of circumstances. If we want business we must meet conditions 
which vary from day to day. Our company feels the time has 
come for the industry to take an inventory of itself and if 
co-operation cannot be brought about in the industry whereby 
sound business practices can be introduced in the merchandising 
of washing machines, then the situation as affects the manu- 
facturer and the dealer is rather hopeless. 

We are not pessimistic enough to believe that the future does 
not hold a solution for the problems which we are meeting today 
in a declining market, but before conditions are improved, great 
hardships will undoubtedly have to be borne by dealers and manu- 
facturers as well, or it may be the survival of only the fittest. 

The last ten or twelve years have witnessed great strides in the 
development of washing machines as a labor saving device. During 
the greater period of this time manufacturers who watched their 
costs and had sound merchandising plans made a fair return on 
the money invested for their stockholders. The last year prac- 
tically all manufacturers are operating at a decided loss and, 
worse, their merchandising polices have so debauched the indus- 
try as a whole that it may take longer for any sound policy to 
be accepted. It is my hope however that manufacturers and 
dealers will come to the realization that loss of money in doing 
business means dissolution. 

With this thought, it is the policy of my company to be con- 
structive, to establish prices whereby a fair profit can be made 
not only for the company itself but as well the channels of dis- 
tribution through which our goods are passed on to the general 
public. This calls for not only the co-operation of the manufac- 
turer but the dealers and financial organizations which are sup- 
porting the selling efforts of the washing machine industry in the 
handling of time paper created. 

It is obvious to all who have given this matter any study that 
this condition will become a mirage unless it is fully understood 
that there is absolutely no money to be made for the manufac- 
turer or the dealer or those handling time paper on a machine 
selling at the extremely low prices current today. To be concrete, 
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it is my judgment any machine selling for less than $100.00 
is not demanded by the public and does not afford proper profits 
for all interested, and to undertake a program of merchandising 
on machines much lower than this means that all manufacturers 
and dealers face ruin sooner or later. 

I am very confident that if the Federal Trade Commission 
knew and thoroughly understood the chaotic condition which this 
huge industry is now being confronted with, that they would 
point out and help by suggestions and authorize means to place the 
business on a sound basis. The Government certainly does not 
wish to see tremendous investments of this character lost, which 
must follow unless something is done to relieve conditions. 

If those interested will study the sales charts they will be 
confronted by the facts that the constant reduction in prices has 
defeated the purpose for which they were supposed to be put into 
effect. Instead of increased production for the factories and deal- 
ers we have had during the year a constant diminution of volume. 
The public have been deceived not only in the advertising, whereby 
they were lead to believe that they were purchasing machines 
at half the price formerly sold at, and as a matter of fact most 
manufacturers in order to meet this ridiculous price, sacrificed the 
efficiency and stability of the product and the public while buying 
at a lower per unit value, were paying for dollar invested a much 
higher rate than they were for washing machines in 1929. 

I hope that the views of my company which reflect a con- 
structive merchandising policy will be matched by our competi- 
tors and as a result of their action, an immediate upturn in 
conditions will result. 

R. D. Quinn, 


Assistant General Mgr., Nineteen Hundred Corporation. 


THOR 


Editor, Electrical Merchandising: 

About twenty-five smart department store buyers scattered 
around this country have caused the washing machine manufac- 
turers many anxious moments. These clever traders have been 
able to play one manufacturer against the other until such com- 
monplace items as overhead, selling expense and labor and mate- 
rial costs are being disregarded. 

I do not think that the present time is a particularly good one 
for the manufacturers or the dealers to get all worked up or to 
disregard common business fundamentals. We know from our 
own expereience that it cost more money to sell washing machines, 
regardless of type, in 1930 than it did in 1929, and we have an 
idea that it is going to cost as much, or possibly more, in 1931. 
If this is so, then certainly the dollar margins in a washing ma- 
chine should not be reduced but, if anything, should be increased. 
It is, of course, impossible to reduce prices and at the same time 
increase the dollar margin. 

Only a few manufacturers doing a comparatively unimportant 
total of the annua! ninety million dollars’ worth of washing 
machine business have played into the hands of department stores. 
I have before me as I write this letter a survey made among 
2,500 miscellaneous washing machine dealers all over the country 
and less than 4% said that their disturbing competition was from 
the mail order houses. A vast portion, however, mentioned the 
department store as their most serious competition because of the 
sales methods employed. 

As we see it there is plenty of business in this country of ours 
for all manufacturers, and our competition lies not with our com- 
petitive washing machine manufacturers but directly with the 
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laundries. I can imagine quite easily the great pleasure that such 
a discussion as 1s going on in your paper must give to the very 
capable folks that are guiding the destinies of the Laundryowners 
Association. If all the elements entering into the manufacture 
and distribution of washing machines operated behind a united 
front, the progress in combating laundry competition would, of 
course, be much faster. 

We base our present policies and price range on the theory 
that washing machines have not reached the point where they 
are purchased in steady volume by the public but must be sold 
through intensive selling effort. It is a fact that the cost of 
selling washing machines this year is considerably more than it 
was last year. This being true, the so-called standard channels 
of distribution cannot continue to function at a profit if their 
dollar margins are reduced. It costs just as much for freight 
on a $65 or $70 washing machine as it does for a $100 machine. 
Certainly the cost of delivery, demonstration, pick-ups, recondi- 
tioning and servicing will not be any less on a $65 machine than 
they will be on a $100 machine. If a constructive selling job 
is to be done, then certainly that job must be paid for. 

I can see the benefit to department stores of price merchandise 
of any kind, but low prices have always been dangerous things 
to handle and lose their glamor and attractiveness quickly. When 
the price appeal is gone, it is then necessary to turn to the less 
spectacular but sounder methods for business. 

I think this whole discussion of prices at this time boils down 
to the question of whether washing machines will be bought by 
the public in sufficient quantities to give the manufacturer and 
retail outlets a satisfactory volume or whether they must obtain 
the desired volume by going out after it. We think that washing 
machines are still specialties and that they have not reached the 
position of being over-the-counter merchandise. 

_If this reasoning is sound then to be successful we must pro- 
vide adequate profit margins for our trade and ourselves. This 
we have always done and we propose to continue along the same 


line. 
E. N. Hurtey, Jr., 
President, Hurley Machine Co. 


AUTOMATIC 


Editor, Electrical Merchandising: 


It is rather difficult for me to comment on the subject of low 
priced washing machines as I am. at a loss at the present time 
to know what is meant by “Low Price.” A month ago I would 
have said that $79.50 was an extremely low price but today 
$59.50 seems to be the figure and I have no doubt but that by the 
_ this letter appears in print that prices will be quoted even 
ower. 

I, personally, haven’t been particularly concerned over this 
apparent price trend because I realize that there are no manu- 
facturing secrets in the building of washers and that no one 
manutacturer can effect economies or savings that any other 
reputable manufacturer cannot duplicate. 

It is our opinion that the present demoralization of the washing 
machine business was more or less to be expected as history has 
proven that in times of business depression that distress mer- 
chandise always makes its appearance. 

It has always been the policy of our organization to take our 
dealers into our confidence and to provide them with the kind 
of merchandise that they want to sell. Therefore, it was natural 
that when this price subject became acute that we should ask 
our dealers their opinion as to the advisability of building a ma- 
chine to compete with the other “No Profit” washers that were 
making their appearance on the market. . 

We had an extremely large number of replies to the question- 
naire which we sent our dealers and while there were some who 
thought that sales would be increased by having a machine at a 
price lower than $99.50, the majority of the dealers who had been 
accustomed to competing with lower priced machines were strong 
in their opinion that it would be a mistake to produce a washer to 
compete in what we term the “No Profit” market. In fact, the 
number of replies received from dealers who were against a 
“No Profit” washer represented 75% of the volume of business 
of all the replies received. 

_ Therefore, with this support of our dealers, we concluded that 
it would be folly to disregard the wishes of the very people 
upon whom we are dependent. for our existence. 

If experience was proving that sales were being increased by 
reason of the advent of the extremely low priced washer, then 
I think all manufacturers should seriously consider the building 
of a machine to meet this priced competition. However, if the 
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reports which reach me are true there has been no great rush 
on the part of the public to take washing machines away from 
the dealer. There has, however, so I am informed, been a 
suspicion created in the minds of a good many people that ma- 
chines being offered at extremely low figures are not a good 
purchase. 

First of all, everyone will agree, I believe, that any price or 
sales policy that results in a loss of profit to the manufacturer 
will react unfavorably against the entire industry and, therefore, 
if the manufacturer cannot secure an adequate profit, neither 
can the dealer expect to improve his position. 

I have yet to meet the washing machine dealer who feels that 
his margin of profit is more than it should be and I have never 
heard of any dealer returning part of his gross profit to the 
manufacturer. Financially responsible sources of supply are, it 
seems to me, an absolutely necessity. 

We believe that unless sales can be increased three or four 


‘hundred per cent that no manufacturer can make a reasonable 


return on his investment by selling a quality product for much 
less than $100.00. We are also of the opinion that the dealers 
should not bear the burden of reduced margin of discounts unless 
their sales can likewise be increased by a reasonable percentage. 

If a condition could exist where only one manufacturer was 
producing an extremely low priced washer then that manufacturer 
could, by reason of his monopoly, secure a reasonable profit. 
However, as you know, when any company starts to do a good 
job on any product, sooner or later that company can expect 
competition. When competition arrives then you have the 
condition of one or more manufacturers after the same market 
with the resulting increase in sales and advertising costs. 

The final answer is that where one manufacturer was making 
money, they are all now losing money and the only solution is 
an increase in price which is, of course, distasteful at all times 
to all concerned. 

From some of the comments which dealers have made I am 
inclined to believe that the mail order houses are being given 
credit for more washer business than they are actually doing. 
From the information which reaches us, the total sales of both 
the two large mail order houses amount to between 15% and 
20% of all washers sold. Therefore, it would seem that if the 
price level of washers is to be determined by 15% or at the most 
20% of the total, we are permitting the tail to wag the dog. 

Everyone knows that during 1930 it has been extremely diffi- 
cult to provide a good product, plus ample sales and advertising 
helps, and at the same time earn a reasonable return on invest- 
ment. Will it not be even more difficult if, as seems certain, 
the market prices of raw material advance, and the list prices of 
washing machines decline? 

It is hard to understand why there is any justification for a 
price differential among muchines which are all alike in appear- 
ance and in design. However, the manufacturer who is pro- 
viding a distinctive design which incorporates costly features not 
found on other competing machines, is certainly entitled by rea- 
son of these advantages to ask more money for his product. 

Nevertheless, cost should always be the factor that decides 
the retail price and it is our opinion that there is absolutely no 
justification at the present time for any decline in the price of 
our standard washer. 

It is quite certain that the time will never come when any 
opinion on this subject will be unanimous, but in concluding 
I want to say that until it is proven that sales can be increased 
an appreciable amount we are not going to build a washer to 
meet this “No Profit” competition but on the other hand we will 
continue to consider the best interests of our dealers and will 
always be guided by their desires. 

W. NEAL GALLAGHER, 
Vice-President, General Manager, Automatic Washer Co. 


ABC 


Editor, Electrical Merchandising: 


There can be only two reasons for any washing machine manu- 
facturer to cut prices to the breaking point. (1) To procure 
vastly more volume. (2) To sell his wares at any price so as 
to obtain quick sales and cash in order to continue in business a 
little longer. 

With reference to point (1). How can increased volume be 
maintained when an insufficient profit margin must be counte- 
nanced by, alike, the manufacturer, the distributor, the dealer? 
Washing machines won’t sell themselves. Their sale is de- 
pendent upon intensive effort, effective merchandising, as well as 
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‘several other factors that tend» to build up a demand and an 
acceptance among the consuming public. Isn’t it logical to assume 
that any industry that does not provide itself with a worth-while 
profit for each respective step from manufacturing to the ultimate 
consumer sale, is defeating its own purpose? In other words, 
unless satisfactory profits exist for each factor in the distribution 
and selling scheme, there can come only a gradual recession in 
washer sales and not an increased volume as some may choose 
to think, when prices are slashed. 

Consider for a moment that the industry must sell approximately 
33%% more $75 washers than at the $99.50 price in order to equal 
the same sales volume in dollars and cents. Can it be done? 
We think not! In this day and age of keen competition dealers 
must have a fair priced washer—a complete quality line priced 
high enough to cover the cost of specialty selling and allow for 
a legitimate profit. Cheap washers can meet neither the quality 
demands which build satisfaction, nor the profit requirements 
that build for permanence. 

Now, with reference to point (2). The washing machine has 
always been and perhaps will always be one of the most important 
items in the specialty dealer’s line. Why then, permit the finan- 
cially weak, or the desperate manufacturer, who is forced to sell 
his wares at any price, merely to temporarily finance himself, 
before the day of reckoning comes, to break down the entire sales 
and profit structure of the industry and, as well, demoralize the 
consuming markets? 

Suppose that the low priced washer were with us to stay. From 
the national manufacturer standpoint, it would mean the elimina- 
tion of nation-wide sales organizations, and a curtailment, if not 
a cessation of practically all development, research, merchandising 
and advertising activities. Would such a procedure aid in creat- 


- ing the extra 334% volume that was foregoingly touched upon? 


From the distributor standpoint—it would be utterly impossible 
sor him to operate. Inadequate profit can only serve to eliminate 
him entirely. And who would question that the distributor is 
not a vital and absolutely necessary link in present-day distribu- 
tion methods? 

From the retailer standpoint—the margin of profit on a low 
priced washer is so small that he cannot afford to advertise it; 
to service it; to recondition it; to pay commissions on it. In 
fact, he cannot afford to sell it. 

Isn’t this the time for every one connected with the washing 
machine industry to give some serious thought to his business 
and the future? Isn’t it highly practical that distributors and 
dealers continue with their respective washer lines that can be 
sold profitably, and not permit themselves to become perturbed 
and disgruntled with the temporary wave of price cutting? 
With fair priced washers, capable management and conscientious 
application, worth-while profits will be made in the future as in 
the past. 

In the case of Altorfer Bros. Co., we are just closing the most 
successful year in our 22 years of continuous and uninterrupted 
operation. While this has been a year of general business depres- 
sion, we have shown a 50% increase in volume. To accomplish 
this result we have not found it necessary to bring out a so-called 
cheap washer, nor have we, in the slightest degree, deviated from 
our long established policy of maintaining a fair price, conse- 
quently, our distributors and dealers have made and will continue 
to make a satisfactory profit. Under such conditions, distributors 
and dealers will enthusiastically merchandise a washing machine 
and the housewife will not be paying a cent more for her washer 
than it is worth. 

S. H. ALTORFER, 
President, Altorfer Bros. Co. 





SPECIALTY DEALER 





Editor, Electrical Merchandising: 


You have been asking the reaction on numerous washing 
machine outlets, and just what the cutting of prices on washers 
does for the industry. 

Our reaction is as follows: It is absolutely impossible for us 
to operate and show a profit on any price washer other than those 
ranging from $150.00 up. 

We classify our branch stores as “A” and “B.” The “A” 
stores are exclusively refrigerator stores, while the “B” stores 
are general appliance stores. We pay those stores thirty per 
cent; carry the accounts, and render a year’s free service to the 
customers. 

You can readily see how impossible it is for use to merchandise 
washing machines under the $100.00 price. Manufacturers are 
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too prone to follow the line of least resistance, and unless there 

is an upward trend of price in washing machines in the near 

future, the days of the specialists, such as ourselves, are numbered. 
PAUL BurRNs, 

Judson C. Burns, Philadelphia, Pa. 





DEPT. STORE 





We feel that there is a definite need for a washing machine sell- 
ing for less than $99.00—particularly so if it is to be sold as a 
staple piece of merchandise without a free home demonstration. 

The cheaper washers may be sold on a profitable basis by 
eliminating the costly home demonstration method, which neces- 
sitates high delivery, selling and reconditioning expense, and 
the necessary mark-downs to.ultimately dispose of the machines 
used for demonstration. 

The lower priced washers will decrease the sale of washers. of 
the same type in the higher priced field. To maintain a volume of 
business on machines over a hundred dollars, it would be neces- 
sary to give the customer considerably more in appearance, qual- 
ity, and added accessories, such as water pumps, balloon rolls, 
or centrifugal dryers. 

J. B. Oapen, 


Manager, Electrical Appliance Shops, 
The J. L. Hudson Company, Detroit, Mich. 





POWER COMPANY 





Editor, Electrical Merchandising: 

We have been thinking quite seriously of the washer prices 
and have been contacted by those manufacturers who have reduced 
their prices on washers below the $99.00 or $100.00 price, even 
getting so low as $79.50. 

The territory served by our company is not filled with strong 
competitors, but naturally we have heard of the $79.50 washer 
in our territory and have been contacted quite consistently by 
those manufacturers asking our company to adopt their line. We 
feel that with the conveniences and the materials that are now 
put into an electric washer, that it is properly priced at $100.00 
or slightly above and we feel that if we would start to actively 
sell a washer at a lower price having the same type of mate- 
rials as the washers of higher price, that we would be losing in 
volume which of course all Central Stations must have in addi- 
tion to their revenue and their income on consuming appliances. 

I personally do not believe that it was necessary to bring out 
this low price washer at the present time for the reason that 
our customers have just recently been offered an excellent washer 
at the $100.00 figure. We hope to maintain the price of washing 
machines that will entitle the manufacturer to a reasonable profit 
so that they can have something left for the development and 
manufacturing research work that is necessary for a reputable 
manufacturer to continue to do. 

M. R. Ropcer, 


Manager, Merchandise Sales Department, 
Central Illinois Public Service Co. 





WHOLESALER 





Editor, Electrical Merchandising: 

It is the writer’s personal opinion that cutting prices on elec- 
tric washers to temporarily stimulate the market would be about 
the worst thing that could happen. It would simply mean that 
it would be only a question of time before the electrical whole- 
saler could not afford to continue to distribute electric washers 


(Continued on page 53) 
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Survey of users shows market 

increase in proportion of 

sales to families in the lower 
income classes 


By Florence R. Clauss 


IKE the automobile in its early days, the electric re- 
frigerator, everyone believed, could be sold only 
to the higher income classes. The financially 
lowly, the several million families in the two-to-three- 
thousand-a-year income group, were scarcely considered 
likely prospects. 

But this point of view has changed. Prospects are 
drawn and sales made from every class. The social and 
economic status of today’s buyer is far different from his 
position of even so short a time as five years ago. 

In the electric refrigeration field it is the families of 
small income,—families in which the mother does all 
her own housework and cooking—who are among the 
most promising and enthusiastic users. 

To analyze this trend in refrigerators sold and to 
picture it in cold facts, Rex Cole, Inc., New York Gen- 
eral Electric distributor, caused a survey to be made 
among its users to determine just what type of people 
were buying electric refrigerators. The investigation 
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was made by the market survey division of True Story 
magazine. The purpose of this survey, officially stated, 
was to show whether or not the type of family purchas- 
ing mechanical refrigerators had changed within the 
last three years. 

“As recently as two or three years ago,’ the survey 
states, “it was believed that only the higher income group 
families would or could purchase mechanical units, al- 
though this belief has since been refuted by the tre- 
mendous sale of machines which has long since passed 
in number the total of upper income families.” 

The survey represents 302 personal calls upon pur- 
chasers of G. E. refrigerators, having a capacity of 
6 cu.ft. or less. No multiple unit sales were examined 
and the limitation in size of unit was designed to make 
the investigation representative of the largest retail mar- 
ket for these refrigerators. 

Names of 150 purchasers in each of three years, 1928, 
1929 and 1930 were given the investigators, the names 
being taken from billing sheets in alphabetical order with- 
out any effort to qualify them, by residential section, na- 
tionality or payment plan. Cards carried by the investi- 
gators contained, on one side, the name and address of 
the purchaser, the type of dwelling and the district in 
which this address lay. On the other side of the card 
seven questions were listed: 

1. Have you an electric refrigerator? 
2. What make? 


Electrical Merchandising, December, 1930 

















Seca iat God ane OG ODS LS. SRR GRD la Sek hea 





‘amma sanr 


ey 





LL . 








he POLICEMAN 


some other? 

4. What newspaper do you read regularly 
morning, (b) evening? 

5. What magazines do you read regularly? 

6. Do you own or rent your home? 

7. What is your husband’s occupation? 

The type of family purchasing refrigerators, this 
survey showed, has greatly changed between 1928 and 
1930. In 1928, only 35, or 37 per cent of the total 
sales were made to small-salaried and wage-earner 
families. In 1930, 69 or almost 61 per cent of all the 
sales were made to these same salaried workers and 
wage-earners. 





(a) 


OR purposes of comparative analysis, in this survey, 
the occupational groups were divided into four classes: 
Class I, executive and professional, with incomes over 
$6,000 a year; Class II, proprietors of small businesses, 
shop keepers, contractors, etc., with estimated incomes of 
$4,000 to $6,000 a year; Class III, salesmen, clerks, 
buyers and school teachers, with incomes of $3,000 to 
$4,000 a year; and Class IV, skilled and unskilled labor, 
policemen, letter-carriers, etc., with incomes of under 
$3,000 a year. 
This report is so interesting and so well prepared that 
I am presenting this part of it exactly as submitted to 
Rex Cole, Inc. 
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Class III represents the largest proportion of total 
sales in each year. The percentage of total sales made 
to Class I has dropped from 17 per cent in 1928 to 12 
per cent in 1930. For the three-year period, Class I 
represents 14.2 per cent of all sales. 

Class II increased from 10.5 per cent in 1928 to 16 
per cent in 1929 and then dropped back to 12.3 per cent 
in 1930. The three-year total is 12.9 per cent. 

Class III moved from 24.5 per cent in 1928 up to 32.5 
per cent in 1930, with a three year average of 27.8 
per cent. 

Class IV, however, representing the mass’ market of 
skilled and unskilled labor, increased from 12.8 per cent 
in 1928 to 16 per cent in 1929, to 28.1 per cent in 1930. 

The combined total of Classes III and IV, represent- 
ing the small salaried and wage earner families, pur- 
chased one-third of the total in 1928, two-fifths of the 
total in 1929 and almost two-thirds of the total in 1930. 
The wage earner, clerk, the $50 to $60 a week salaried 
man, this report clearly points out, instead of being a 
rather nebulous future prospect as he was in 1928, is 
today a good customer for mechanical refrigerators. 

In the list of occupations found in this survey, are 
included such varied workers as these: Mechanic, elec- 
trician, foreman, printer, carpenter, painter, laborer, 
baker, butcher, brick-layer, chauffeur, elevator operator, 
letter carrier, policeman, tinsmith, steam-fitter and 
truckman. 

Other interesting sidelights revealed by the investi- 
gation are those giving the newspaper and magazine 
reading habits of the groups interviewed and home 
ownership. 

Families owning their own homes are 74 per cent of 
the total; 26 per cent rent their homes. Fifty-six per 
cent live in one family houses ; 33 per cent in two family 
houses and 11 per cent in apartments. This apartment 
figure is very low, considering the fact that the survey 
was made in a metropolitan area, in Brooklyn, N. Y. 

Evening papers seemed the preferred advertising media 
as but 13 per cent of the families questioned reported 
that they read no evening paper while 26 per cent said 
they read no morning paper. Twenty per cent of the 
302 families reported that they do not read either morn- 
ing or evening papers. 

Saturday Evening Post and Literary Digest are read 
by 24 per cent of the families, with runners-up respec- 
tively, of Good Housekeeping, Cosmopolitan, Ladies’ 
Home Journal, McCall’s, Woman’s Home Companion, 
Collier’s and other popular magazines. Twenty-five per 
cent of all families do not read magazines at all. Four- 
teen families, or five per cent of the total, do not read 
either magazines or newspapers. It is interesting to 
note, says the report, that most of these are Italian 
families. 

“The history of the mechanical refrigerator,” is a 
comment of the investigator preparing this report, “has 
been one of extraordinary acceptance for the idea and 
its overnight rise to popularity is paralleled in modern 
times only by the extraordinary development which took 
place in the automobile industry between 1918 and 1922.” 

Two of the factors undoubtedly, that have brought 
about this new and popular acceptance of mechanical 
refrigeration, are, first, the recognition of these lower- 
income groups as potential refrigerator customers and, 
second, a financial plan that permits time payment terms 
within the reach of these less highly paid people. 

The housewife who does her own housework, market- 
ing and cooking and who must carefully plan the pur- 





30 








chase of her household equipment, is far more easily 
sold on refrigeration sanitation and convenience than 
is the matron whose housekeeping chores are turned over 
to one or more servants. It is the housewife, continually 
on the job, who is really interested and who seriously 
weighs the advantages of the equipment she finally buys. 

As for the matter of payment, a woman who hesitates 
at paying out (if, in fact, she has it to pay out) a couple 
of hundred dollars would not be daunted by a monthly 
bill of ten or eleven dollars or similar amount well: within 
her budget. These facts are confirmed by a study at 
the New York headquarters of Frigidaire. 

Among recent purchasers of Frigidaires are many city 
and federal employees whose salary, it is no secret, is 
certainly not in the higher income bracket. Policemen, 
letter carriers and even the “ashman” have been thor- 
oughly sold on the idea of mechanical refrigeration. 
And, what is rather interesting in the situation, the re- 
frigerators purchased by these people were not the 
lowest-priced boxes, either! One policeman, it is re- 
ported, became so enthusiastic over his refrigerator that 
it was not long before his sergeant and several fellow 
officers also became owners of Frigidaires. 

One showroom of this company in the East, which 
remains open evenings, closes quite a few sales to cus- 
tomers who “sold” themselves,—the policeman on the 
beat, the mail man, the ashman, neighboring merchants 
and others whose daily work brings them in contact with 
refrigeration displays. From these experiences, it ap- 
pears that there are customers all around, right under 
one’s nose, so to speak, who are sometimes overlooked 
in favor of prospects further afield. These sales are 
the products of displays, newspaper and magazine ad- 
vertising and in some cases, of direct mail appeals. 

Over in New Jersey, the new Kelvinator is going 
strong. It has certainly proven, over there, that there is 
a ready acceptance of a “Ford” refrigerator model. One 
of the Public Service salesmen, working refrigerators on 
a cold canvass, sold seven boxes in four blocks. ‘He is 
a shy fellow, this salesman,” said his manager, “quiet.. 
reserved, really bashful. You’d wonder how he does it, 
but he does sell refrigerators!’ In outside work the 
Company demands that the salesmen convass mornings. 
from nine to twelve, leaving afternoons and evenings 
for call backs or working as they please in closing their 
sales. Every morning the salesmen are given a certain 
number of names on prospect cards, on whom they must 
call. Literature on refrigeration is handed the housewife - 
as the sales talk is given and in cases where the woman: 
is not at home, the literature is left under the door. 
In one case, where a canvass of a street was made and 
literature distributed, it happened that the only woman 
on the block, not at home at the time the canvass was 
made, called the company on her return and asked that 
a salesman be sent out to see her regarding the refrig- 
erator described in the circular. “My neighbors told’ 
me about this refrigerator and I want to know more 
about it,” she telephoned. “And she bought one, too!” 
said the salesman triumphantly. 

The majority of refrigerator sales are now made in 
New Jersey in the $1,800-$2,500 a year income class as 
contrasted to former sales made in groups with incomes 
of $4,000 to $5,000 and up a year. The purchasers are 
now drawn from the lower-salaried class, clerical work- 
ers, salespeople and others in the “white-collar” group. 
Included also, are mechanics, carpenters, plumbers, even 
though these workers are more affected by a slack in 
building activity than are those in other groups. 
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S POKES 


the Furnace 


—and it looks as if ap- 
pliance sales organizations 
are to sell and install this 
new domestic appliance. 


weary of getting up nights and shoveling coal in 
his steam plant. 

Taking a scrap of wrapping paper, he worked out the 
idea of a jigger which would feed fuel into the furnace 
automatically. 

Thus in 1923 the automatic coal stoker was born—at 
least for domestic purposes. For almost half a century 
it has been in large scale commercial use, to some degree. 

Milan V. Ayres, statistician for the National Asso- 
ciation of Finance Companies, and brother of the 
celebrated Col. Leonard P. Ayres, predicts that the coal 
stoker has a future as an electrical appliance. Burning 
cheap coal and relieving the family of the tedium of 
constant stoking, it performs a distinct service, he de- 
clares, resulting in a saving and convenience. ; 

Since the first machine appeared some sixty brands 
have come on the market, with six makes adapted tor 
anthracite. The best known names include the Iron 
Fireman, Combustioneer, the Fire King and the Modern. 

At the outset distribution was attempted through 
branches and factory representatives, but the principal 
firm in the field is today swing- 
ing to dealers, having appointed 
some 350. Until three years 
ago little attention was paid to 
the domestic size, the market 
consisting principally of apart- 
ments, hotels and larger size 
heating plants. Ninety per 
cent of the largest maker’s 
sales even today are commer- 
cial jobs. 


; \ GREENHOUSE owner in Portland, Ore., grew 








How Our Company’s 
Sales Have Increased- 
10 Per Cent Is Domestic 
Business 
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The peak of sales is reached during August, Septem- 
ber and October. The average dealer usually “feels” his 
way into the business buying one or two machines, and 


gradually getting on a contract basis. 
an average sale is something like this: 


List price—$400 to $590, installed. 

Dealer discount—35 to 50 per cent. 

Salesman’s commission—About 10 per cent. 
Installing cost, electrician—About $30. 

Installing cost, labor (2 men, 1 day)—About $25. 
Net profit—About 10 to 11 per cent. 


His operation on 


Stokers are rated by the number of pounds of coal 
burned per hour, and run from 25 to 1,350. Prices run 
up to $2,000. A 4to 5 h.p. motor turns the screw which 
feeds up the coal and operates a fan which supplies the 
draft. 

One inch to one and one-fourth inch screened coal is 
recommended. From the consumer’s standpoint, the 
saving comes in the price of coal. Bunge Brothers, 
Chicago coal dealers, quoted the following on the aver- 
age homeowner’s needs: 

10 tons Pocahontas nut, delivered, for hand firing, 
costs $11 per ton, or $110. 

10 tons 1-inch Kentucky Screenings, for the stoker 
costs $6.30 ton or $63. 

That’s $47 to the good on coal alone with a stoker. 
Deduct from this $14.08 (8 months consumption of elec- 
tricity, 44 kw.-hrs. at $1.76 monthly, Chicago rates) 
and you still have $32.92 over the old hand firing method, 
to say nothing of comfort. The automatic stoker has 
a good story, and the boys should stick to it, declares 
Frank A. Doyle, Chicago manager for Combustioneer. 
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A selling method that 
has given Park Ridge, 
Tll., the title of the 
country’s “most ven- 
tilated community’-— 
and $10,000 worth of 


the business was done 


by Novak & Parker 


an be 


HE landlord of the 
Applegate Arms was dis- 


gruntled. 
































The Burns Radio 
Company, Dayton, 
Ohio, has salesmen 
carry ventilators in 
their service trucks 
—and occasionally 
sandwich ina sale. 


Novak & Parker 
practice what they 
preach—note the 
ventilator in their 
radio room. 


All Sunday long he had dis- 
played the one- and two-room 
apartments (formerly six-room 
flats), pointed to the hooked 
rugs, the ladder backed chairs, 
and the snowwhite cubby hole 
kitchens—once closets. Still, 
something was wrong. So he 
listened as a couple descended 
the stairs. 

“No, Leo, I can’t stand a 
place that smells,” said the 
wife. “It’s cheap enough 
rent, but who wants a lot of 
second-hand flavors ‘thrown 
in?” 

We of today are living in 
the egg case era of apartments, 
and lilliputian kitchens. The 
general shrink in the size of 
living quarters occupied by 
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In filling Park Ridge, IIl., with ventilators, the drug stores were not forgotten. 





andwiche 


people of moderate means has gone far to impress Mr. John F. 
Citizen that onion odors and stale cigarette smoke do not make 
the best of companions. If he doesn’t sense something is wrong, 
his wife kicks. That is that. 

Slowly an acceptance is building up that surprises electrical 
dealers who attempt to sell ventilation. And magazines report 
a heavy coupon response from advertisements. 

It isn’t a silk stocking proposition, if the experience of Park 
Ridge is an indication. Lying to the northwest of Chicago, Park 
Ridge had a population of 3,383 people in 1920, and has always 
been considered a working man’s town. Real estate campaigns 
have repeatedly swept Chicago with the sentiment of “own your 
own home” in Park Ridge. In 1930 the census showed that this 
suburb had jumped to 10,396 souls, a gain of 7,013. An airplane 
would reveal to you acres of small, compact houses, with owners 
mowing lawns and proudly pottering about their premises. Park 
Ridge knows what the horny handed son of toil looks like—every 
dollar was earned that went in these bungalows. 


SALESMAN working for a Chicago ventilator manufacturer 
lived in this suburb. Why couldn’t these new home builders 
be sold ventilators, he asked. They could—and $10,000 worth 
were installed by the Park Ridge firm of Novak & Parker. Here 
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It’s not so easy to sleep in church in Park 
Ridge with a ventilator bringing in fresh air. 








is a classification of sales: 


Garages . 10 units 
Theaters 4 units 
Schools 4 units 
Churches . 3 units 
Banks 3 units 
Police station 1 unit 
Tailor shop and cleaners 3 units 
Real estate office 1 unit 
Drug stores. 2 units 
Shoe stores 1 unit 
Restaurants 3 units 
Frock shops. 1 unit 
Lingerie and hosiery shop 1 unit 
Bowling alley 1 unit 
Ice cream parlor 1 unit 
Electric shops 2 units 
Residences . ce Ane 50 units 


Most of this equipment, particularly with residences, 
was built in the new homes. Park Ridge is said to have 
more ventilators per head than any other place in the 
country. The sales were sandwiched in with other jobs. 

S. M. Kahn, 3020 South Michigan Avenue, Chicago, 
in the heart of an old Chicago district, declares that 
this is the proper way to sell ventilators. What sold 
him on ventilation were these points, he says: 

1. Ventilators are a specialty with little competition. 





2. You can readily convince a man who is using fans 
alone for cooling purposes, that he is kidding 
himself. 

3. Ventilators create wiring work. 

4. They require maintenance. 

Kahn gets his leads by direct mail. He apportionates 
the cost of his ventilating inquiries with other items. 
On a wiring job where a need exists, it is easy to get 
the owner to add one to his estimate, is his opinion. 


OST of Kahn’s work is remodeling. Ninety per 

cent of the ventilators he installs are for commercial 
work, averaging 30 inches in size. The domestic venti- 
lator runs from 12 to 16 inches. 

“Ventilators are a coming thing,” he says. “When I 
started 22 years ago, we didn’t know much about them. 
Today any man in the street understands what one means 
by them.” 

Sandwiching them in—they call it. A short margin 
item, apparently adapted to sell with something else. 
The rule applies to smaller towns, too, it seems. Down 
in Dayton, Ohio, the Burns Radio Company has its 
service men tuck a ventilator in the truck when they 
go out on repair jobs. If auspices are right, they “throw” 
a ventilator demonstration when they have fixed the 
radios. 

Three firms that feel that “sandwiching” them in is 
the right way—with apparently “meat” enough to satisfy 


Dealers Cooperate in Lamp Drive 


 henhaaieny of inaugurating a fall lamp campaign in 
which all employees of the company should join, the 
Washington Water Power Company of Spokane this year 
devised an “airplane campaign” which was aimed to 
increase the sale of lamps through dealers. 

The company purchased a quantity of toy airplanes of 
a type not obtainable in the stores but of real value—a 
toy which ordinarily would sell at a cost of about 50c. 
These it offered to dealers for distribution with every 
purchase of a carton of lamps. The cost to the company 
was in the neighborhood of 12c. and this was the charge 
made to the dealer, who in turn passed it on to the cus- 
tomer. The reduction in price on a carton of lamps 
(12c. on six lamps) thus made it possible for the dealer 
to announce that with the sale of every six lamps the 
airplane would be given free. 


The power company made announcement of this toy 
plane in the papers and also featured it in their own 
store. What was more effective, they distributed two 
or three of them free to boys in every school in the city, 
telling the recipients that the only way in which these 
planes could be obtained, should they want more, was 
through purchase of lamps at any electrical store. The 
toy planes were objects of envy on the part of every 
other boy in the school, who promptly went home to 
urge his parents to buy six lamps—“at the regular price 
—no extra charge’”—in order to procure him a plane. 


The boy got the plane, the householder the lamps, 


which usually he greatly needed, at their regular price, 
the power company enjoyed a greater lighting load 
through full sockets in the homes at no cost to them- 
selves—and the dealers sold the lamps. 


Ranges Sold by Women Employees 


OR every range sold by the Puget Sound Power and 

Light Company in its spring range campaign a dona- 
tion was made by the company to the fund of the 
Woman’s Committee. Two considerations led to this 
arrangement. In the first place, the company believes 
that women should be able to sell ranges—and secondly, 
it believes that the employee who takes an interest in the 
company’s sales campaigns and helps to further them is 
the employee who takes an interest in the company. 

The company’s offer was for $1 donated to the 
Woman’s Committee fund for every per cent of quota 
sold up to 100 per cent and $5 for each one per cent sold 
over the quota, dividing this amount among the district 
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groups, based on a predetermined system of points earned 
on sales in each district. 

When results were tabulated it was found that 2,369 
ranges had been sold in individual homes, 1,000 to apart- 
ments, while 542 water heaters brought the total number 
of units sold to 3,911, estimated to add 24,000 kw. to the 
connected load. This exceeded the previous fall cam- 
paign by 876 and the record-breaking 1928 campaign by 
315 ranges. 

R. W. Clark, merchandise sales manager for the com- 
pany, gives credit to the women of the company for no 
small part of this total. The Woman’s Committee fund 
was increased by $181.86. 
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66 EVEN COME ELEVEN” has long been a famil- 
lar cry around the shanties and plantations in the 
South. And perhaps the faint aura of good for- 
tune which seems to surround these traditional, sought 
after numbers has much to do with a recent campaign of 


_the Virginia Public Service Company—the Seven 7’s 


Campaign, as it was familiarly known. 

Whatever else can be said, the numbers still retain their 
mystic charm. Briefly, the object behind the 7’s Cam- 
paign was as follows: Beginning August 7, the company 
set out to sell 700 electric ranges, 700 electric refrig- 
erators, 700 electric water heaters, and 7,000 shares of 
its preferred stock in 70 days, ending October 17. Final 
results of the campaign has shown 114 per cent of the 
aggregate quota has been sold, 111 per cent of the mer- 
chandising quota, and 122.9 per cent of the preferred 
stock quota. In the merchandise sales, electric ranges 
came out on top with sales of 1,421 during the period; 
refrigerators were next with 701 units sold; and water 
heaters next with sales of 209. The Seven 7’s Campaign 
was more than ordinarily successful when one considers 
the fact that during the first 7 months of the year only 
611 ranges were sold in the period ; 473 refrigerators and 
181 water heaters—sufficient indication of the effective- 
ness of the campaign procedure in large scale appliance 
selling. 

The greatest advantage, perhaps, accruing to the cam- 
paign method is especial 
emphasis in the Seven 
7’s drive of the Virginia 
Public Service Company, 
is the opportunity for 
dramatizing the activity 
to the public. This was 
appropriately accom- ere 
plished by newspaper ad- ©. 


7 Come 11 Is 
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A lucky number puts 
over a major appliance 
drive for the Virginia 
Public Service 
Company 
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vertising, buses and billboards carrying the giant number 
7. In addition, salesmen of the company wore a large 
figure 7 emblazoned on white shirt fronts. A “Flying 
Squadron,” a group of executives and employees of the 
company, with an orchestra and speakers who made 
flying trips over the property in large motor buses, also 
served to direct considerable attention to the activity. 
They were preceded on the second trip by an airplane, 
also appropriately embellished with the figure 7. Cash 
prizes totaling more than $1,000, distributed among mer- 
chandise managers, district managers and salesmen to- 
gether with other special prizes, helped stimulate the sales 
force to unusual efforts in rolling up an impressive quota. 


HE low volume sale on water heaters was natural, it 

was said, because of the small amount of promotional 
and educational work which had been done on this appli- 
ance in the territory. Experience with the water heater 
in this special campaign, however, led officials of the 
company to believe that there was a fertile field for its 
sale in the company’s territory. Plans are now being 
laid to push it even more strongly i in the future. 

The success of the company in their Seven 7’s Cam- 
paign has led them to inaugurate another campaign to 
run the remainder of the year, which is to be known as 
the “Seven Come Eleven” Campaign, working on the 
theory perhaps that if 7 has been a good luck number to 
promote, the combination of the two 
will assist them in doing an even more 
comprehensive job. Quotas for the 
Seven Come Eleven Campaign have 
been set at 580 ranges, 580 refriger- 
ators, 100 water heaters, 
300 vacuum cleaners and 
9,000 mazda lamps to 
make a record year. 


They Say 
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Mrs. B. E. MARSH 


Sales Manager 
Nebraska Power Co. 


ARK TWAIN maintained that no man could 
M write convincingly about printers without having 
been one. Mrs. B. E. Marsh proves, by example, 
that the best kind of sales managers are those who know 
something of the rigors of standing on the sales floor 
all day. . 
Becoming salesmanager of the Nebraska Power Com- 
pany January 1, 1928, Mrs. Marsh has been able to report 
these volume increases: 
44% gain January 1, 1929 
10% gain January 1, 1930 


HILE the most sensational gain has been made 

on ranges—only 1 was sold in 1926 and 426 in 
1929—-Mrs. Marsh does not credit it so much to special 
stress laid on this type of merchandise as to her method 
of working salespeople. Knowing how a salesman thinks, 
how tired he gets, what will stimulate his energy, has 
built her volume. Her five chief innovations in the man- 
agement of a sales force are: 


1. A constant offering of small prizes on 
sales. 

2. “Inside” cut prices, with the cut going as 
commission on stickers. 

3. Rewards for obtaining large down pay- 
ments. 

4. A quota system that bolsters up lagging 
salesmen. 

5. Consideration for the feelings of em- 
ployees. 


Give the salesman a chance to profit directly on what 
he does, maintains Mrs. Marsh. Small prizes and re- 
wards that can be obtained for a little effort encourages 
a man where a grander prize would fail to stimulate. 

On “stickers,” where price reductions are in order, it 
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Marsh— 


Sales at the Nebr 
shown nearly 50 per 
ance — because she 


What She Has Done 


Stepping into the salesmanagershtp of the 
Nebraska Power Company, January 1, 1928, 
Mrs. Marsh’s brief qualification was the fact 
that she had “been through the mill.” The 
1928 and 1929 columns below show what 


she has done. 


1926 1927 1928 1929 


a ae 1 78 209 426 
Refrigerators........ 144 389 504 333 
Weiettt....52.... GH 418 629 802 
lnodere.. ....-...-... 92 72 106 209 
Vacuum Cleaners.... 864 1,197 1,354 2,022 
re 1,632 1,124 1,280 1,429 
Waffle Irons........ 1,120 1,032 1,094 1,631 
Percolators......... 698 538 725 795 
Irons............... 2,336 1,988 2,918 3,080 
Temetets............ COR 751 1,606 1,084 
Heatets............ 367 334 328 337 
CC er rere ee 434 336 366 
Heating Pads....... 333 298 359 616 
ee) ee ee eee 17 70 
Pc cst ees 371 211 292 313 








is Mrs. Marsh’s practice to give the sales force a chance 
to profit first. Accordingly the price tags are not reduced 
publicly but the employees get pop-eyed over the increase 
in commissions suddenly thrust before them. 
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aska Power Company have 
cent increase under her guid 
knows how to run salesmen 


By T. F. Blackburn 


The jump in sales on vacuum cleaners, from 1,197 in 
1927 to 1,354 in 1928 and 2,022 in 1929 is an example 
of the success that comes in budgeting each department 
with a quota, and keeping a sales check on the activities 
of each person. Much as an army advances to battle, 
each person pushes ahead the one next to him. For each 
realizes that to let the other fellow shirk will penal- 
ize him. 

in order to get larger down payments than price tags 
call for, Mrs. Marsh offers a reward of $1.50 for every 
sale on which $25 or more was paid at the start. The 
electric shop sold 802 washers in 1929, which is double 
the volume of 1927, 418. With larger payments it can 
be seen that the cash intake is made to run into consider- 
able money through this policy. It is surprising how a 
reward equivalent to a new pair of hosiery or a necktie 
brings results. Reverts, too, are decreased with larger 
initial payments. 


Sales Coaching 


‘*7 BEGIN watching a department in action when there 

is any falling off in sales,” Mrs. Marsh says. “You 
know I have been in each of these positions myself and 
can understand, analyze. Very often a minor change will 
turn the trend. There is such a thing as a psychological 
moment for a sale. People often buy without thinking. 
If they are allowed to stand around and think it over 
and count their pennies, they will reason themselves out 
of the mood. The salesman can cause them to act at the 
right moment.” 

Few central stations take such interest in displays as 
the Nebraska Power Company, from President J]. E. 
Davidson down. Mrs. Marsh believes in mass displays 
inside which permit a prospect to give an object undivided 
attention. Once a week the department is rearranged 
and the inside trims changed in order to give the mer- 
chandise a fresh, newsy, inviting appearance. Window 
displays are not crowded. 


Choosing Salespeople 


RS. MARSH is a great believer in good looks, 
feeling that fresh appearing salesmen and sales- 
women attract sales as well as people. It is her belief 
that real talent is actually born and can only be partly 
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Sales Misssaed 





MADELINE BOHLSEN 
Who, at 21, is said to be the youngest Home 
Service Director in the United States 


trained. With house to house workers, she prefers men 
who are “handy” about the home. The record of 1,631 
waffle irons sold in 1929 bears out her judgment as to 
the right type of man. 

“Tf a man is the kind who sympathizes with women’s 
troubles, pats the children on the head, and refers to his 
own wife and children while he is selling, he is certain to 
go a long way,” she declares. “It is not possible to 
counterfeit this attitude. People will sense it if false.” 

Miss Madeline Bohlsen, 21 years old, is Mrs. Marsh’s 
choice for her home economics director. She is said to 
be the youngest in the United States and faces crowds 
of older women daily at cooking demonstrations which 
are the favored way of obtaining leads. The nine girls 
in the electric shop have been with the company for 
years, and when they get married they can keep right on 
working. 


The Woman 


ORN in Lincoln, Nebraska, Mrs. Marsh received her 

early training in appliance selling with the Kansas 
City Power & Light Company. Coming to Omaha, she 
first demonstrated violet ray machines, then entered the 
sales department at the electric shop, where she became 
floor manager and then assistant salesmanager. Then 
her big chance arrived. 

“T have operated just as any man would—I keep my 
salespeople on their toes with rewards they can under- 
stand, and with working conditions that make them 
happy. There is no so-called feminine psychology going 
around here. In fact, I belong to only one woman’s club, 
and that for company policy. When the day is over I’m 
ready to spend the evening at home with my daughter, 
or play bridge.” 

Omaha’s leading electric shop is but the lengthened 
shade of a woman. It all proves that if Horatio Alger 
were alive, he would toss some successful girl stories into 
his luck and pluck series. 








How 





1/ Western Power (Companies 


HE results of a questionnaire sent out to seventeen 

power companies of the Pacific Coast, employing 

among them 866 appliance salesmen, in regard to 
their source for obtaining salesmen, the methods by 
which they train them, the compensation paid and the 
ways by which their morale is kept up are here sum- 
marized in tabular form. The columns will bear careful 
studying. 

It is interesting to observe, for instance, that most of 
the power companies turn to the employees of other 
departments within their own organization, particularly 
the service and meter departments, to recruit their sales 
force, but on the other hand several companies find sales- 
men from other businesses to be most satisfactory and 
draw few if any salesmen from their own ranks. 

The number of salesmen employed as compared to the 
number of residential consumers served varies between 
wide limits. The companies might well be divided into 
two groups, those selling only major appliances, and 
those handling a complete line, but even as between com- 
panies with comparable sales policies, the number of 
salesmen employed varies widely. There are two or 
three companies who have one salesman for every 500 
or 600 domestic consumers, several who have one for 
every one thousand residence consumers, and then the 
figure jumps to one for every 2,000 or thereabouts. In 
the other group of companies handling only ranges and 
water heaters, and in some cases, refrigerators, the num- 
ber of salesmen varies from one to 3,000 residence 
meters, to one for every 9,500. 

Compensation in most cases is on a salary plus com- 
mission basis, with the commission based on the dollar 
value of the merchandise sold, but three power companies 
are verging toward the adoption of a straight salary for 
salesmen, as giving the company a greater control over 
their actions, and one bases commissions on the kilowatt 
load added to the line rather than on the value of the 
merchandise, paying the salesman for sales made through 
the dealer as well as through company outlets. The ac- 
tual figures given as to compensation must be judged in 
conjunction with the merchandising policy of the com- 


pany, the bonus system in use and the allowance made 
for transportation. 


OME five or six of the companies replying are doing 

special work in following up sales through their home 
service departments. This does not always show in the 
figure which relates the number of home economists em- 
ployed to the number of salesmen. One company, for 
instance, has a crew of twelve home economists in the 
field, most of them college graduates. Every purchaser 
of an electric range is contacted at least once and in most 
cases more than once to make sure that she is getting the 
best results from her purchase. Another company has 
recently had a crew of five home economists at work 


reaching every owner of an electric range connected to 
their lines. 
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2. Applicants. 





Com- | Residence Best Sources for _ 
pany |Meters per Salesmen Training 
Salesman 
Bs - 1375 1. Advertising. Crew supervisors train new men. 
2. Applicants for work. No printed matter furnished. 
i 3,611 1. Other departments. Store training. Work with older 
2. Other businesses. salesmen. Morning meetings, 
No printed matter furnished. 
sO hs 1,642 1. Other departments. Working with other salesmen. 
2. Other businesses. Practical instruction. Sales ex- 
perience in field. No printed 
matter. 

ie) © ie 810 1. Other departments. One week contacting. Jobbers: 

2. Other businesses. (No| and distributors, attending 

advertising used). their schools. Working with 
chief salesman in field. Manu- 
facturer’s literature. 

an 4,270 1. Employment depart-|Classes. Work with other sales- 

ment. men in the field. Manufac- 
2. Other departments. turer’s literature. 
ae ad 545 1. Other departments. Schools. Working with other 
2. Advertising. men. 
ay 1,000 1. Other departments. Working with older salesmen. 
2. Other businesses. Periodical sales schools tried, 
3. Applicationsforemploy-| but not wholly satisfactory. 
ment. Men encouraged to take cor- 
respondence courses but few 
have done so. Howard Poster 
Letters to Salesmen has proved 
valuable. 

“H” 19,496 1. Other departments. Schools. Lectures on company 

2. Other businesses. policy. Lectures by mfr. and 
3. Universities. jobber. 

gs (i 1,970 1. Service and meter de-|6 wks. to 2 mos. on sales floor. 

partments. With supervisor and experi- 
2. Other businesses. enced salesman. Contact with 
3. Local Chamber of Com-} Mfr.’s representatives. Pay 
merce. 50% of any course completed 

on utility or sales subjects. 

a i 1713 1. Other departments. Sales schools. Work in field with 

2. Applicants through per-| other salesmen. 
sonnel dept. 
“K’ | 2,190 | 1. Other types of selling. |With older salesman in field. 
2. Sent in by mfr. and other} Three mos. trial period. Visit 
central stations. to factories. Given kit of com- 
3. Through personnel dept.} pany rules and mfr’s literature. 
4. Advertising. 
5. Only about 6 from other 
depts. 
cs ag 3,318 1. Other departments. Work with older salesmen. 
2. Other businesses. (No 
advertising). 

a, Gg 2,194 1. Other businesses. Schools. Sales supervisor over: 
each dept. Mfr’s printed mat- 
ter. 

“aN? 1,020 1. Other businesses (Fuller|Supervisor plus mfr’s representa-- 

brush and aluminum| tive. Trained salesmen. 
ware salesmen, auto 
salesmen). 
2. Other departments. 
a 6 ee 563 1. Other departments. Working with older salesmen. 
2. Men in training with the 
company. 

Sd 600 1. Other businesses. (In-]Working with older salesmen. 
surance, wholesale} Splitting department into major: 
and retail house fur-} and minor appliances starting 
nishings and grocery| with washers, cleaners, radios. 
business). etc. and training for refrigera- 

2. Rarely other depart-| tors, water heaters, ranges. 
ments. (No advertis- 
ing). 
a 2,400 1. Other departments. 


Sales meetings verbal instruc - 
tion. Supervision in field. 
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Handle 866 Salesmen 

















Continuous Sales Vs. Salesman Cooperation of Other Employees 
Compensation Quotas Monthly Specials Turnover - 
Prospects Selling 

Straight commission for regular|$1,000 minimum sales per|Monthly campaigns on|3 times per/Yes, paid on sliding scale. $3 per|No. 

salesmen with $100 guarantee.| month major appliances. yr. (includes| range. $0.50 per floor polisher. 

Country salesmen $50 plus temporary 

10% No bonus. crews). 
$125 salary plus 5% commission./Based on number of resi-|Monthly specials. Small. All are asked to cooperate, service| No. 

Straight commission_— 12%| dence consumers. men and collectors do. Paid 1% 


with $80 guaranty. Campaign 
bonus. 


of cash price of sale. 





Salary plus 5% commission. 

Straight salary—$105 to $200 
plus bonus and certain expenses. 
Straight commission—12% for 
cash, 10% for terms. Campaign 
bonus. 


Fixed by district manager 
based on local market and 
sales capacity. 


Continuous sales plus|/25%. 
several 30-90 day cam- 
paigns. 


All may; substantial number do. 
Paid 2}% to 5% depending on class 
of merchandise during campaigns. 


All may. Paid 5% of sales 
price. 





Straight salary ($100 to $235) 
plus prize contests but this not 
more than 10% of salary. Bonus 
for prize contests. 


Sales per domestic consu- 
mer fixed according to 
population (larger for 
small town). Assigned by 
district mgr. to salesmen. 


Continuous sales plus|20%. 
special campaigns. Not 
necessarily 30 days. Some- 
times more than one at a 
time. 


All may; considerable part of pros- 


Only in small towns where 
no regular salesmen. 





Salary ($75 to $125) plus com- 
mission. Campaign bonus. 


Based on No. of customers, 
Buying power in territory 
and saturation. 


Series of interlocking cam-|Small (3 mos. 
i trial period). 


paigns. 


pects come from employees. For 
sale within 60 days 2%. 
On major appliances. Paid $3 for 


prospect. 


No. 





Salary and commission. Straight 
commission bonus. 


Based on previous experi- 
ence with territory, prod- 
uct and salesmen’s ability 


Continuous sales plus|25%. 
monthly specials. 


Yes paid on sliding scale, from 76 
cents. to $5.00. 


Yes specific amount for 
closing. Participation not 
very good. 





Flat salary $125 to $250 plus 
monthly bonus. Specialty sales- 
men on commission with draw- 
ing account. Bonus—{-2% on 
ranges: 


About $2,500 per month— 
based on type of com- 
munity, rate in effect 
amount of money in circu- 
lation number’ of em- 
ployees in sales depart- 
ment, store locations and 
merchandising equipment 
available. 


Continuous sales plus|7%. 
seasonal campaigns. 


In special cases only. No payment. 
Formerly paid a commission but 
very unsatisfactory. Now just as 
many prospects turned in and sales- 
men work better. 


Only during employee lamp 
campaigns. 15 cents to 
to 20 cents per carton. 





Salary of $125 plus 10% to 15% 
commission. Straight salary 
($150 to $250). Bonus 2%. 


Based on size of territory 
saturation and economic 
conditions. 


Continuous plus 3 cam-}10%. 
paigns. 


Yes, varying commissions based on 
load value. 


Only on ite heating 
—10% pai 





$50 plus 10% commission. 
Bonus during campaigns. 


$1,500 sales per month. 


Continuous plus monthly|Small. 
specials. 


Yes paid on sliding scale based on 
ee value—25 cents to 


At times small bonus in 
addition to prospect com- 
mission. 





Salary ($125-$175) plus com- 
mission (commonly 10%). 
Bonus during campaigns. 


110 kw. connected load per 
mont. 


Continuous plus seasonal] Very small. 
campaigns. 


Yes, paid 1% of sales price. 


All merchandising dept. 
employees—Paid 5% of 
gross. 





$100 salary plus 10% on ranges 
$110 plus 5% on refrigerators. 
Bonus additional. 


Yearly and weekly based 
on experience and am’t. 
of sales helps. 2 ranges 
weekly—normal, 3 ranges 
—campaigns. 


Continuous with only oc-| 15%. 
casional campaigns. 


Yes. Paid $2 for range or water 
heater $1 for refrigerator. 


No. 





Salary ($125-$200) plus annual 
commission. No bonus. 


Based on ability of man 
past record of territory. 


Continuous plus 2 range| Negligible. 
campaigns | refrigerator) 50%. 
campaign in summer. 
Monthly specials. 


Yes. On flat commission basis. Only 
during special campaigns. 


Permitted with flat com- 
mission. Only during 
employee’s lamp contest. 





Straight salary ($125- $200). 
Salary plus commission cam- 
paign bonus. 


Based on dollar value. 





Salary plus commission. Cam- 
paign bonus. 


Based on number of cus- 
tomers and past record of 
territory. 


Continuous on major|10%. 
appliances, specials on 
others. 


Try for complete cooperation—Paid 
.50 for range, water heater or 
refrig. 


Occasionally. 





Salary and commission. Draw- 
ing account and commission. 
Straight commission. Bonus. 


Very extensive. No fixed 


basis. 


Continuous on some also|/4%. 
special campaigns. 


All employees cooperate very succes- 
ully—Paid on sliding scale. 


Occasionally. 





Salary and commission. $40 plus 
1O% and 12% $60 plus 8% and 


Based on dollar value and 
on total of appliances sold. 


Continuous plus special|/50% 
campaigns. 


for be-|Yes, paid from 13% to 3%. 
ginners. 10% 


Only on occasional small 
appliance or lamp cam- 





o- onus for salesmen paign. Paid from 3% to 
on major ap- 15%. 
pliances. 

Straight commission refrig. and| Based on previous achieve-| Monthly specials. Very small. |To some extent during special cam-| Occasionally on small ap- 


ranges 10%—water heaters flat 
sum — ‘washers 12}% — small 
appliances 15%. Bonus. 


ments plus percentage of 
increase based on satura- 
tion and public accept- 





ance. 








paigns. 





pliances. 
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Mail Order Stores 


Nibble at 


utside 


Selling 


Price cuts alone no 
longer create washer 


business 


salesmen in the electrical appliance departments of 
some of the Sears Roebuck chain stores, have been 
trying out their hand at outside selling. 

The activity is the first in the history of the company 
and is unofficial but being watched by various division 
heads. So far not a great deal of luck has been encoun- 
tered, an executive told Electrical Merchandising. 
Possibly through lack of organization. 

Electric appliances, including washers, vacuum clean- 
ers and radio are now being carried in all three grades 
of Sears Roebuck stores. The “A” stores, of which there 
are seventy one, carry 46,000 items. The 213 “B” stores 
form a modified department store, usually lacking ready- 
to-wear and piece goods. The fifty-three “C” stores 
were started originally to sell tires, but today include 
radios and other electric appliances. The three types 
of stores come under the same head, depending on the 
territory. The heads follow no uniform policy. 

No outside salesmen have been employed by Mont- 
gomery Ward & Company stores in the selling of elec- 
trical merchandise, an executive declared, but salesmen 
are sent to the homes to give demonstrations where an 
interested contact is made on the floor. 


G stesnen on by ambition to increase their incomes, 
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Starting a year ago, Montgomery Ward & Company 
now has twenty-five tire stores, which carry electric 
appliances. These come under the supervision of the 
mail order end of the business, along with the twenty 
department stores, in contrast to the 500 chain stores 
which have separate control. 

Three types of electric appliances, items in which it 
is believed men have a good deal of say-so, are carried 
in these tire stores—washing machines, ironers, and 
vacuum cleaners. Some table appliances are carried in 


season. The department and chain stores have larger 
selections. 


OMMENTING on the present low prices of 

washers, the executive interviewed by Electrical 
Merchandising remarked that a level apparently had been 
reached in which price cuts failed to stimulate business. 
A porcelain gyrator machine which Montgomery Ward 
& Company originally sold for $84 was dropped in price 
by a competing mail order chain to $67, three months 
ago. In reply Montgomery Ward & Company dropped 
the price to $64.50. It was stated by the executive 
interviewed that this price cut did not stimulate volume 
enough to justify it. 

No reason was advanced for this apparent impasse of 
public interest. It was felt that possibly washers had 
become sufficiently a staple that there was a stabilized 
call for only so many machines a month. Why the drop 
did not encourage further consumption, as it would have 
with sugar or mutton, was not explained. 

The highest priced washer carried in the tire shops is 
a gyrator model, offered in porcelain at $83.50, in copper 
at $74.50. A combination washer and dryer is listed at 
$128.50 Little effort is put on the sale of ironers, 
Electrical Merchandising was told. 

The management of tire stores operated by Mont- 
gomery Ward & Company at the present moment is in a 
state of flux, it was said. Undoubtedly clerks were 
neglecting electrical appliances that called for explana- 
tion and sales effort in favor of easier moved items such 
as tires, which require little counter conversation. 
Whether it was good policy to increase the number of 
clerks in a store and gain all possible sales, or to depend 
on pick-up orders was undecided. At the present 
moment, it was said, sales did not compare in Mont- 
gomery Ward tire stores, dollar for dollar, of investment, 
against the department stores which have specialized men 
assigned to explain the merits of the merchandise. The 
electric appliances will not sell themselves, it was dis- 
covered. 

Twice a year catalogs are mailed to the entire Ward 
list and usually at the tire stores the greatest response 
of the year is felt following this use of direct-mail. 
No attempt is made to spot neighborhoods surrounding 
the tire stores with this mailing, it going out uniformly 
to the Ward list throughout the United States. 
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Meet the hallroom 

boy, tucking a mid- 

get under his arm 

and wafting it 

away to his cubby 
hole. 





“There is Danger 
im Your’ Eyes, 
Cherie,” doesn’t 
necessarily apply to 
the potatoes. Mr. 
Midget is seen en- 
tertaining the cook 
in place of the old 
fashioned extension 
loud speaker. 
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Christmas 
Appeal in Midget 
Radio 
for Supplementary 


Set Use 


Sleepy-eyed listeners don't have 
to wait up for bedtime pro- 
grams. 
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Just as the movie 
premiere at Grau- 
man's in Holly- 
wood is brilliantly emacs 
lighted—so is both 

the interior and ex- ' oTTo K OLESEN 
terior of Olesen’s ELECTRIC CO - 
attractive store. Rad 
Mercury vapor and 4 
cathode neon units 
provide the brilli- 
ance in the win- 

dows. 










wad ad 


p> 





lesen Goes 


The proprietor 
trical store bor- 
from the 







OTrtoKkK, 
OLESEN, 


president, Otto K. 

Olesen Electric 

Co., Hollywood, 
Cal. 


Above, the radio section of Ole- 

sen’s. Wide variety of models and 

lines together with comfortable 

facilities for listening to the sets 

are its distinguishing features. 

(At right) a corner of the model 
kitchen. 
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The second floor 
of the Olesen store 
is given over to an 
auditorium for 
cooking Cc l Q2S$SS$E€¢§, 
Special appliance 
sales, etc. And at 
the baking contests, 
famous chefs act as 
judges and movie 
stars award the 
prises—in_ person. 





of Hollywood's elec- 


rows showmanship 


movie colony. 
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Another corner of the Olesen es- 

tablishment which is devoted chiefly 

to the smaller appliances and lamps. 

Spaciousness and good lighting add 

measurably to the store’s attrac- 
tiveness. 


Refrigerators, washers,  ironers, 
cleaners, water heaters, ranges— 
Olesen carries them all. And not 
only carries them but sells them 
because his store looks successful. 
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Dealers—in this or any other business—have 
a right to expect of a real leader, more than 
leadership in the product itself. 


Recognizing this fact, Eureka has built— 
and is steadily strengthening—the kind of 
leadership that develops retail vacuum 
cleaner markets, increases retail sales volume 
and assures permanent, satisfactory profit 
to dealers. 


The new Eureka franchise operates in 
many ways for the direct benefit of dealers. 


It favors the dealer with quantity discounts 
on small purchases—increases turnover and 
eliminates overstocking. 


It grants a generous cash allowance which 
the dealer can apply as he sees fit for local 
advertising, commissions to salesmen or local 
sales promotion. 


It provides a plan which makes it profit- 
able for the dealer to concentrate on the 
great and growing replacement market— 
by helping him to liquidate his investment 
in old cleaners taken in trade. 




















It supports the dealer with a powerful 
program of national advertising which is 
steadily increasing public acceptance of 
Eureka cleaners in every territory. 


It gives the dealer a complete new mer- 
chandising plan — which includes every pro- 
ductive form of local advertising and sales 
help, instruction for sales people, and factory 
assistance in temporary campaigns or per- 
manent retail operations. 


This remarkable new franchise is partic- 
ularly attractive to dealers whose normal 
volume is less than 100 cleaners per year. 
Let our field representatives show you the 
possibilities of the vacuum cleaner market 
that can be sold in your community with 
our cooperation. Simply mail the coupon 
and you will receive detailed information 
promptly. 


EUREKA VACUUM CLEANER COMPANY 
DETROIT, MICH., U.S. A. 


Largest Manufacturers of Vacuum Cleaners in the World 


Canadian Factory, Kitchener, Ontario. Branches: 8 Fisher St., London, 
W. C. 1, England; 299a-301 Castlereagh St., Sydney, Australia ia 


UREKA= 


ACUUM CLEANER 


EUREKA VACUUM CLEANER CO. 


Dewey Ave., Detroit, U.S. A. 


I sell about 


vacuum cleaners per year. Without obligation, send me 


for inspection the new franchise best suited to my business. 


Type of Business: Hardware 


Supply__ , Furniture_ 
Firm Name - = 


Address zo 


» Department Store 





» Electrical 


























What good Leather is 
to the Cobbler 





and good Tools are 
to the Craftsman 
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and good Seed is 
to the Farmer 


and good Paint is 
to a Paint Job 





and good Flour is 
to the Baker— 

















What good Cloth is and good Mortar is 
to a Suit of clothes to a Plaster Job— 


.. SO TS 
WIRE 


Every industry, product and service, are built upon 
certain basic factors, upon which they stand or 
fall. A pair of shoes is just as good as the leather; 
a suit of clothes, just as good as the cloth. And 
so it is, with the electric heating devices that you 
sell—the service they give is determined exactly 
by the quality of their heating elements. Despite 
the beauty of design, it means nothing, unless the 
element is rightly designed and made of the right 


resistance material. But most heating elements 


are good, because they are rightly designed, and 


most of them are made of Hos‘ins Chromel wire. 
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What good Type is 
to the Printing Art 


and a good Razor is 


to the Barber. 





HOSKINS CHROMEL 
to Electric Heating Devices 


Chromel was discovered in 1906 by A. L. Marsh, 
and is the original nickel-chromium resistor. 
Until this discovery, heating-elements burned out 
too soon. But Chromel has proved to be so good, 
that no substitute for this alloy has ever been 
found. The electric heating industry is using 
this same alloy today, that first came into use 
twenty-five years ago. Chromel-A also was the 
first alloy of the composition, 80% nickel and 
20% chromium. This is the high-temperature 
alloy used in electric ranges and electric furnaces. 
For lower temperature devices, such as the electric 
iron, Chromel-C is used, this alloy being one of 
nickel-chromium-iron. 


4445 Lawton Ave. 


NEW YORK = BOSTON 


HOSKINS MANUFACTURING CO. 


If you ever come to Detroit, come around to our 
plant and see how Chromel is made. You will see 
it melted in electric induction furnaces, which 
give a very close control of composition. And 
then you'll see the rolling mill crunch the billets 
down to rod; and the rod drawn down to ribbon 
and wire as it is used in the device. Wire, finer 
than the finest hair, you'll see drawn through 
diamond dies. In all of these steps, you'll see the 
accuracy and care that you’d naturally expect to 
find in the plant that is really the mother of the 
electric heating industry. It pays to “push” heat- 
ing devices the year round. You may buy with 
confidence, those that are equipped with Chromel. 


Detroit, Mich. 


CLEVELAND CHICAGO 


IN CANADA: Walker Metal Products, Ltd., Walkerville, Ontario 
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A_ recreation 
room and lounge 
are provided at 
the new O.P.S. 
Ashland branch. 
Its popularity 
among the town 
women may be 
attested by an 
imcrease of 48 
per cent im re- 
frigerator sales 
for 8 month of 
1930 over the 
same period in 
29; ranges in- 
creased 300 per 

cent. 


N ; h A Community Center In 
12 C The Utilities Showroom 


The model kitchen at 
the Ohio Public Serv- 
ice Company's Ash- 
land Division is at the 
service of local house- 
wives. Using the elec- 
trical devices creates 
the desire to mstall 
similar equipment im 
their own homes. (Be- 
low) Floor plan of the 

new division. 
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Cooperation Spreads (Continued from page 18) 


sales had dropped to a new low of 250 for the 12 month 
period. It is to be little wondered at, therefore, that in 
free range wiring, the Edison company expect to find an 
answer which will do much to iron out the discrepancy 
in ratio between electric range sales in Springfield, for 
instance, and those in Boston. It is anticipated, accord- 
ing to Mr. Lincoln, that the new policy will result in 
range sales of 3,000 units within the next 12 months. 

The expense involved in wiring allowances for this 
number of ranges (the unit cost in Boston is $65, high 
when compared to the rest of the country), will be capi- 
talized as has already been done in Springfield. C. P. 
Golding, in charge of commercial development for the 
Western Massachusetts Power Company, of which the 
United, Electric Light Company of Springfield is a sub- 
sidiary, declares that the State Utilities Commission of 
Massachusetts could find no fault with. treating these 
range wiring allowances as investment charged to capital 
account. 


HE new range merchandising policy of the Edison 

company has been extended to the dealers in the ter- 
ritory, in accordance with the long established rule of 
the Edison company, that advantages due to their own 
fortunate position in the industry should be extended to 
the entire trade. In line with this policy, about Novem- 
ber Ist a letter was sent under the signature of J. J. 
Caddigan to the cooperating dealers in the vicinity ap- 
prising them of the company’s plans in regard to ranges. 

Briefly, the new range merchandising policy as outlined 
by Mr. Caddigan covers the following’ details, many of 
which include features which are new to such a policy: 

1. The company will sell electric ranges of not less 
than 5,000 watts capacity at list price installed ready to 
operate. 

2. The allowance applies only to ranges of 5,000 watts 
or over when installed on the first floor of a residence. 
and when the cost of additional service does not exceed 
what it would cost the company to run one section in 
their overhead districts. In cases where the cost does 
exceed the cost of running one section overhead, the 
customer must pay the balance. 

3. On every range sold, whether by the company’s 
salesmen or by department stores or dealers in the vicin- 
ity, the Edison representative visits the customer’s home 
to make the necessary wiring specifications for connecting 
the range. 

4. The wiring specifications are submitted for bids to 
three established contractors in the municipality where 
the range is sold. Lack of the necessary three bidders 
on a job means that the bids will be submitted to estab- 
lished contractors in nearby territories. 

5. The three bids must be returned to‘the company 
within twenty-four hours of the contractors’ receipt of 
the wiring specifications; the contract for the job then 
being awarded to the lowest bidder. 

6. As soon as the job is completed, the electrical work 
is to be inspected by the Edison company to insure its 
conforming to specifications. 

7. On dealer’s range sales, when the dealer wishes to 
do the wiring, the company will reimburse him for the 
cost of the wiring, provided that the amount does not 
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exceed $65. In ‘case the estimate is in excess of $65 the 
company reserves the right to have two other contractors 
bid on the work and to award the work to the lowest 
bidder. 

8. In cases where the purchaser of a range is a tenant, 
provision must be made for the customer to secure the 
written consent of the landlord before any work is done 
on the premises. 


HE above clearly shows the full provision made for 

dealer participation. At the same time, the company 
for its own account will pursue an aggressive sales policy. 
Fifteen new salesmen will concentrate on range selling, 
work out of the company’s thirty-two branch stores. 
They will also be available to dealers in helping close 
range sales and in the event that the dealer does not 
sell the range himself, his lead when turned over to a 
company salesman will net him a 10 per cent commission 
on the selling price—a method of utilizing dealer contacts 
that has long been in effect with the Boston Edison 
Company. 

In addition, further support will be given the new 
range barrage by a direct mail campaign covering a se- 
lected mailing list, and extending over a period of several 
months. Newspaper ‘atlvertising in addition, will fur- 
ther support the work. This last item is in itself of 
interest, since, Mr. Lincoln pointed out, the Boston Edi- 
son Company have spent no money recently to popularize 
electric cookery through newspaper advertising. They 
have, on the other hand, supported a splendid home eco- 
nomics department and given throughout the year a series 
of cooking lectures in the various territories served by 
the company. For the first time, too, Mr. C. L. Edgar, 
president of the Edison Electric Illuminating Company, 
has lent his name to a purely merchandising activity, by 
personally signing a full page advertisement in the Boston 
newspapers announcing the new range merchandising 
policy. 

Although the new range selling policy went ito 
effect on November lst, within a week of its announce- 
ment it had aroused unprecedented interest in the entire 
electrical trade of Boston. The city’s three leading de- 
partment stores, Jordan Marsh & Company; R. H. White 
& Company, and Houghton & Dutton, have announced 
their intention of installing complete electrical range de- 
partments, of beginning an aggressive sales activity, and 
of taking advantage of the Edison company’s program 
regarding range sales. It is expected, too, that the deal- 
ers will very shortly go actively into the range business 
as has been the case in Hartford, Springfield and Green- 
field, where the policy of absorbing installation costs as 
part of the utility is in successful operation. In the two 
latter cities ranges are displayed and sold by department 
stores, hardware stores, furniture houses, plumbers and 
even music stores—a situation which the Boston Edison 
company are confident of approximating when the new 
program gets under full swing. 

Electrical Merchandising, editorial sponsors of the free 
range wiring policy as a workable plan for immediately 
increasing range sales in any territory, will report the 
further experiences of the Edison Electric Illuminating 
Company in Boston in six months—a year. 
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HE tree is located in the very beautiful City Park of New Orleans 

and has a very prominent place near the entrance. It is known as 
McDonogh Oak, named after John McDonogh, a great benefactor of the 
pioneer days for the city of New Orleans. McDonogh gave generously 
to the city, including City Park, and enough funds to erect a score of 
public schools. The tree was decorated with some 500 lights of various 
colors, and was illuminated each night from dusk to midnight for a period 
of ten days. This is of particular interest, in view of the fact that the 
tree has a spread of about 109 feet, is approximately 90 feet high, and 
the trunk measures 29 feet in diameter. 

New Orleans this year was ablaze with some 400 outdoor Christmas 
Trees in evidence, as compared with 40 or 50 the previous Yuletide, and 
from various comments we have received, I am inclined to believe that 
next year this number will be increased to about 4,000. However, none 
of these compare in size with the McDonogh Oak, which decoration was 
in a class by itself. 
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Some 500,000 people visited the 
home of Wilbur P. Reid, Portland, 
O., first prize winner in the Christ- 
mas Lighting Contest last year. 
The little town seen at the left was 
entirely constructed from  card- 
board cut-outs animated by means 
of lights, smail figures and sound 


or Lighting 


T is estimated that 500,000 came 

out ot view the prize winning 

Christmas illumination in Port- 
land, Oregon during the ten days it 
was on exhibit. The home is that 
of Mr. and Mrs. W. P. Reid and 
the exhibit is entirely of their own 
planning and to a large extent of 
their own execution. The central 
feature is a 60 x 10 ft. panorama of 
the city of Portland, with the fam- 
iliar feature of the First Congrega- 
tional church in the foreground. 
This was shown in three lighting 
effects to represent Christmas Eve, 
Christmas Day and _ Christmas 
Night. Sun, moon and stars, lighted 
windows and Neon effects to repre- 
sent pealing bells were shown in a 
three-minute sequence. Conveyor 
belts operated by a small motor 
were synchronized with the lighting 
effects to show children sliding 
down the hill. Santa coming with 
his sleigh across the roofs, and the 
congregation entering the church 
door. Four sets of bells in Neon 
outline with flashers were located, 
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one at each end of the scene, one in the belfry of the 
church and one on the chimney of the house itself. A 
Neon sign reading “A Merry Christmas to All” was 
worked out in red, green and blue, while in one corner 
of the picture a Neon sign announced the time of day 
which the picture of the moment was supposed to por- 
tray. The lights were on from 5 p.m. to 10 p.m. and at 
closing time a special sign flashed on, saying “The time 
has come to turn off the lights. Please come again 
tomorrow night.” In all 200 ft. of Neon tube were 
in use. 



























gakce “TEREATIONALE 
fant 5, Fame-bame-GL5 HIGHS 
J 7 
4 
KY 


























Ne only did the downtown 
merchants of Los Angeles pro- 
vide the usual Christmas decoration 
and lighting effects for their shop- 
ping district but they brought the 
radio into the picture, installing loud- 
speakers at every corner through 
which a program of Christmas carols 
was rendered three times a day. This 
was done through a-special broad- 
casting hook-up, which enables the 
merchants to advise Christmas shop- 
pers as well as to provide a program 
of seasonable entertainment. On the 
principal streets mediaeval castles 
were erected about the corner light- 
ing standards, the loudspeakers being 
concealed within these fairy-story 
edifices. On less important streets 
a cluster of Christmas bells con- 
cealed the loudspeakers. 

Festivities were officially opened 
about the middle of November with 
a Christmas Festival Parade, pre- 
sided over by Santa Claus, in which 
several of the motion picture stars 
took part. Ona signal from Mary 
Brian, well known Paramount player, 
all downtown Christmas windows 
were unveiled and the Christmas 
shopping season was under way. 
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—and Radio 


In addition to the general scene which was mounted 
across the porch of the Reid home, the trees in the 
garden were lighted with special color effects. One 
group of four firs and a holly tree flashed on and off 
in a color sequence of red, blue, yellow and green. 
Another group of cypresses in the rear yard were en- 
tirely covered with lights. One large tree at the corner 
was lighted with lamps mounted on frames to represent 
candles. Music from an electrically operated phono- 
graph-radio was synchronized with the changing scene 
and appeared to issue from the church. 

In all there were 50 circuits each with its separate 
block and fuse, mounted on a metal box 3 ft. square and 
16 ft. long. The changes of scene were controlled by 
a bank of flashers 12 ft. long controlling circuits and 
three smaller flashers and the nine electric motors which 
operated the various conveyors and the electrola. The 
total load amounted to 35 kw., while 3,200 10-watt and 
five 100-watt lamps were required for the lighting effects. 

The Christmas spirit which the decorations called forth 
was contagious and for four blocks around every home 
was illuminated with considerable elaboration. People 
returned night after night to watch the show and many 
drove in from the country to see the lighting. Eight 
policemen were required to handle traffic throughout the 
entire ten days of the exhibit. Needless to say the 
home was the prize winner for Portland and the grand 
prize winner in that section for Christmas illumination. 
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no?—good bye. Whether it is a cleaner trundled to her 
door-step or a washer, ribbon and holly-draped on the 
truck that stands at the curb, a definite proposition may 
always be made. 

It’s the train-butcher, or Woolworth five-and-ten idea, 
of course, of putting attractive merchandise, attractively 
priced, either in or at the hand of the prospective buyer. 
and allowing the latter’s sensory and emotional apparatus 
to take its natural course along the acquisitive lines that 
are a part of human nature. 


HERE can be only three types of response to such a 

proposition: unmistakable negatives from the have- 
nots, procrastinating objections from the phlegmatics, 
and attention or interest from the mental or vital types. 
The salesman working cold turkey will, of course meet 
the type already supplied with his product, but the man 
canvassing as part of the long-pull plan previously re- 
ferred to will know the needs of his prospects and will 
make no hit-or-miss calls—which was one of the dis- 
tinct advantages of that plan. 

The mental type is distinguished by a cool willingness 
to give attention to a definite proposition and, after seri- 
ous consideration of the facts, to give a definite decision. 
Personal experience has taught me that many—a great 
many—sales are lost among this type because the sales- 
man does not give them time to reach the affirmative 
decision toward which they are headed. He rushes them 
in the now-or-never spirit and, heeding the promptings 
of their conservative natures, they make it never. 

“Well, Mrs. Browne, that’s the proposition,” you might 
say at the end of a thorough demonstration and statement 
of your offer. “Now, I’ll leave the cleaner with you, 
you think it over tonight, and I'll be back in the morning.” 
This closing gesture, applied to mental or nervous types. 
is very often many times as effective as the best of 
“dynamiting.” 


AKE the morning call around ten, when routine 

housework will find her loathe to part with the 
machine. If her decision is a negative one, accept it 
without argument. To try to renew the issue, after you 
have given her time to decide, is like making faces at a 
freight engine. 

The vital type is another story. She is impulsive, 
sentimental, changeable. She is readily recognizable 
through her willingness to give active interest, rather 
than cool attention. Use the same thorough canvass, the 
same plain statement of proposition, but liberally spice 
the canvass with.sentimental references to the season and 
what it means to her and hers. She is to be closed in 
the now-or-never spirit; if you don’t get her then and 
there, the buying incentive which you have aroused will 
find expression next morning in the purchase of purely 
sentimental non-essentials. 

You will gather from all of this, probably, that a suc- 
cessful holiday season converges largely on the salesman’s 
ability to recognize and isolate types, summarily dismiss- 
ing the financially lame and halt, concentrating his talents 
on the fittest who have survived. 

The salesman’s ability to recognize and isolate types 
depends, in turn, not wholly on his ability to repeat a 
stock opener in the most perfect manner, but to correctly 
divine the true inward impulse with which the prospect 
tesponds to his stimulus. It is not hard; the eyes often 
speak with more potence than the lips and the observing 
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Christmas Clinchers (Continued from Page 23) 


salesman, noting eyes that rest admiringly on a spot- 
lighted appliance, knows that here is a vital type who 
needs no more than hearty rushing—regardless of what 
her tongue may say. 

The man who has been working along the lines which I 
suggested in the October issue of Electrical Merchandis- 
ing will, of course, have a very definite advantage over 
the man who starts late and works cold. Roving eyes 
directed about a household on previous visits will have 
disclosed his prospect’s needs; little conversations on 
these calls will have revealed her desires; he can meet 
the need or desire with a very definite proposition and he 
can take chances, in the matter of dropping machines, 
that a one-call man could hardly risk. 

Even at that, the late-comer in the field who is obser- 
vant and discriminating need have little fear for his 
holiday volume. There hasn’t been a week in the past 
month when trucks have not been in my block, delivering 
electric refrigerators; somebody has sold at least thirty 
or forty of them on this 300-foot stretch of suburban 
New York highway. Cleaners, as I have demonstrated, 
are also holding their own. There seems to be no trouble 
in selling them; the trouble apparently lies in- isolating 
the buyers—and the Premier-Duplex’s man evidenttyehas 
his finger on the pulse of that situation. 

His particular method: is not, of course, the only. one 
of its kind; it is metéelytepresentative of a type, all of 
which derive their profit-possibilities from the fact that 
they jolt the prospect into revealing her real feelings. 
But he has*undoubtedly improved on” the older, “shock 
approaches” by bringing the merchandise itself, in its 
most attractive form, to his aid, and by presenting it ia 
a manner that smacké strongly of David Belasco. — 


NOTHER successful approach of this sort ‘is one 
long familiar to telephone salesmen. The outside 
canvasser uses in this case, no staging of “props” of any 
kind—not even a demonstrator. He walks up to the door 
and, when the woman appears, asks point-blank: 

“Mrs. Browne, are you going to buy a vacuum cleaner 
this Christmas ?” 

The precise nature of her answer is practically dis- 
regarded and only her attitude is consideréd. Note well 
how this question differs from the average cleaner sales- 
man’s “Mrs. Browne, have you a vacuum cleaner?” and 
of how different a nature the response must be. The one 
is definite and direct, amounting almost to a proposition; 
the other is inert and unprovocative of any clean-cut idea 
of what is in the woman’s mind. 

One of the most successful nien I ever worked with 
used this approach day in and day out. He used to can- 
vass in a tan camel’s hair coat, suede spats, and with a 
malacca cane hung over his forearm. It was seldom 
indeed that a door failed to open for him and, when it 
did, his query about a vacuum cleaner produced results! 

In brief : 


You can’t take it for granted that they all have money 
this Christmas—because they haven’t. Neither can you 
assume that they are all pressed for money—because 
they aren't. 

There is no better way to force a show-down that will 
reveal the true state of each individual’s affairs than by 
making a proposition, a very definite proposition, under 
the most dramatic and favorable circumstances which you 
can conceive. 
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What Price Washers? (Continued from page 27) 


at a reduced price and since the manufacturers have seen fit 
within the last few years to distribute washing machines through 
such channels it would appear as being unwise on the part of 
the manufacturer to start any such procedure. 
E. F. Harpy, 
President, Central States Electric Co. 
Kansas City, Mo. 


ONE MINUTE 


Editor, Electrical Merchandising: 


At the time we received the copy of the Electrical Merchan- 
dising, we read this article with a great deal of interest and favor- 
able comments. Nothing could be more timely, and we feel it 
has a message of vital importance to the dealer as well as the 
manufacturer. It is imperative that the dealer make a fair profit 
and, at the same time, give his customer merchandise that will 
stand up and give proper service in the home. Cut in prices, 
quality and profit is not the solution to better business. 

C. BassEtTrT, 
Sales Promotion Manager, 
One Minute Mfg. Co. 


HIRSCHY 


Editor, Electrical Merchandising: 


The present trend toward “price slashing” in the washing ma- 
chine industry is indeed to be deplored, and we feel that every 
sane manufacturer and dealer should do everything possible to 
stop it. While the manufacturer is being blamed for his part in 
this “price war,’ you can rest assured that the average manu- 
facturer (who tries to make a profit on his capital investment ), 
is not anxious to meet the created demand for “price washers.” 

We believe the. time has come to call the following facts to 
the attention of both manufacturers and dealers, if the industry 
is to save itself from some rather severe “after the battle” scars. 

1. That neither the dollars and cents, nor the percentage of 
profits, which are necessary if we are to continue in business, 
can be realized from the sale of “price” washers. 

2. That it costs just as much in dollars and cents (more in 
percentage), to deliver the “price” washer to the customer. 

3. That, irregardless of what claims to the contrary may be 
made, the same quality cannot be put into the cheap machine 
as. in the quality machine, and since it must be serviced in the 
customer’s home, it costs MORE in dollars and cents and MORE 
in percentages, per unit, to service the cheap machine. 

4. That with everyone trying to get into the swim, no one 
seemingly is getting the increase in volume they expected, which 
leaves us with an increased per unit cost for rent and general 
overhead, and a CONSIDERABLY INCREASED percentage 
cost per unit. 

The apparent reason for the present agitation is that a good 
many dealers have already found out that certain “fixed expenses” 
remain fixed and that these cannot be paid unless a fair margin 
of profit is realized. 














Wm. A. DENZER, 
Sales Manager, The Hirschy Company. 


COFFIELD 


Editor, Electrical Merchandising: 

We cannot conceive the motive of the trade, especially. the 
larger outlets such as department stores and utilities, being car- 
ried off their feet without, apparently, even the slightest thought 
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or reflection on their part in accepting the responsibility of in- 
vesting huge sums of money on their books, in the form of 
instalment sales, for a small gross profit as there exists in low 
priced, cheap washers, and spending their good money for the 
investment of stock purchased, freight and handling, delivery and 
demonstration work; the paying of sales hire, advertising and 
servicing machines; not saying anything about repossessions and 
their consequent expense and loss, all of which sooner or later 
will result in the cutting of corners, serving customers improperly 
and, worst of all, driving out good talent with no opportunity of 
making a living in the washing machine business ; consequently, if 
continued, the washing machine industry will become less in- 
teresting. 

We do not subscribe to this; our idea and policy is to serve 
the trade in the best manner we are able, with merchandise of 
particular and individual merit, instead of the ordinary or just 
another washing machine, at a reasonable price, which will pay 
every one adequately for the service the American public has 
and will, we believe, continue to demand. 

Harry Boun, 
The Coffield Washer Company. 


WOOD ROW 


Editor, Electrical Merchandising: 

We wish to say that we think the manufacturers who are mak- 
ing this cut are making a grievous mistake. We feel satisfied 
that it will not tend to help sales to any extent. It might be 
possible that they would have a little quickened business on 
account of it but I can not see, for the life of me, how mer- 
chants selling this class of merchandise can continue in business 
with their profits thus curtailed. 

The retail price on our Model 30 is $99.50 and we expect io 
hold it there as we expect to protect the dealer and not put them 
in a position where they can not make any money on our 
product. 

The manufacturers of washing machines, as well as any other 
line, need good, healthy dealer representation. 

There is a brazen example in the matter of automobiles where 
this price cutting on the cheaper grade of cars has put prac- 
tically half of the dealers selling this car on the rocks. It is 
simply due to the low cut price of cars and the increased cost of 
selling by the dealer which has simply wiped out his profits. The 
result is that the automobile industry has a half-hearted, half- 
broken dealer organization. 

We think the sooner the washing machine manufacturers stabil- 
ize this price to a point where both dealer and manufacturer can 
make a fair profit, a more healthy situation will result at no 


loss to consumer trade. 
H. P. Van Gorp, 
Woodrow Washing Machine Co. 


DEALER 


Editor, Electrical Merchandising: 


We are now doing the best washing machine business that we 
have ever done in the history of our business. 

There is considerable need for a washer less than $99.50, 
though the $99.50 is a popular seller, yet the lower priced washer 
could be sold from the floor, without demonstration, lowering the 
sales cost and overhead and guaranteeing profit. 

The proof of the fact also lies in this, that the Easy Co. have 
come out with a lower priced washing machine, in order to 
stimulate their business, a machine which is selling for $79.50. 
We find that sales of lower priced washers definitely benefit 
the sales of higher priced washers through appeal and getting 
prospects into the store. 














- G. Frep Lauvse, 
Laube Electric Corp., Rochester, N. Y. 
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ew Misacuaneees 


A Few of the Many Interesting New Appliances that will make 
Unusually Acceptable Christmas Gifts 














ABC Electro Table 


Practically all kitchen operations can 
be handled by the new “Electro Table” 
of Altorfer Bros. Co., Peoria, Ill. Means 
are provided for the mixing and prepa- 
ration of foods and through a double 
socket at the side of the table, foods 
may also be cooked at this ‘Electro 
Table.” 

The unit also operates the new “ABC” 
ironer and also provides storage space 
for the kitchen devices or attachments 
supplied as standard equipment. This 
new “ABC” product is 32 in. high, 30 
in. wide and 22 in. deep and houses an 
electric motor and two sliding shelves 
on which the attachments are stored. 
The motor operates a vertical drive- 
shaft which ends below the stainproof 
porcelain enamel top, leaving a clear 
work surface or breakfast table when 
the machine is not in operation. Con- 
necting of a power-head with the drive 
mechanism is made through a small 
opening in the top. A lever gives three 
speeds for operation of the various at- 
tachments. 

Equipment designed for use with the 
“Blectro Table’ include the ironer, a 
flat beater, slicer, wire whip, pastry 
knife, ice chopper, fruit juice extractor. 
oil dropper, mixing bowl, dough hook, 
food chopper, shredder, colander and 
sieve, vegetable slicer, and coffee and 
cereal grinder. The intended retail 
price of the “Electro Table’ with 
all food preparation equipment, is $225. 
—Electrical Merchandising, December, 
1930. 











Stov-Dome Ventilator 


An electric ventilator, incorporated in 
a dome suspended above the kitchen 
range, carries away all cooking odors 
and smoke. The blower is located in 
the “‘Stov-Dome’s” outlet and forces all 
these disagreeable odors through a 3-in. 
vent pipe connected to the kitchen flue. 

Because of the ease of installation 
and removal, tenants as well as home 
owners are prospects for this new ven- 
tilator, a product of the Universal Stov- 
Dome Company, Detroit, Mich. Con- 
nection to the flue is made by means of 
a 3-in. pipe and elbow, furnished with 
the “Stov-Dome.” An electric lamp in- 
stalled inside the ‘“Stov-Dome’”’ illu- 
minates the top of the stove and con- 
centrates light rays on the working 
surface of the range. 

The intended retail price of the outfit 
which comes in three sizes, is $57.50.— 
Electrical Merchandising, December, 









































Maytag Low-Priced 
Washer 


Announcement is made by the Maytag 
Company, Newton, Iowa, of a new 
washer, made to retail at $92.60. This 
new Model F washer has aluminum 
gyrator of the four blade type and gyra- 
foam washing action due to concave 
type tub bottom and side corrugations. 
The tub is of copper, with inside finish 
of nickel and is finished in light grey 
lacquer. The legs and tub band have 
finish of dark grey lacquer. The tub 
sets in special steel ring band and no 
bolts are used in the bottom of the tub. 
The wringer is of swinging, reversible 
type and locks in seven positions.— 
Electrical Merchandisina, December, 


1930. — 
Lincoln Clocks 


Twenty-two models are offered in the 
“Lincoln” electric clock line of the Elec- 
tric Clock Corporation of America, 509 
South Throop Street, Chicago, including 
also, clocks for the radio manufacturer 
wishing to install electric clocks as a 
feature of his own line. The clocks 
are equipped with synchronous motor, 
tor operation on 60-cycle, 105-120 volts, 
a.c. Individual dials, hands and lenses, 
as well as motors complete with hous- 
ings, may be had. The entire line is 
illustrated in a new 1931 catalog just 
issued by the Company.—Electrical Mer- 
chandising, December, 1930. 





1000-watt Iron 


On expression from many home eco- 
nomics women and housewives alike, 
of the need for a household iron main- 
taining a constant heat of sufficiently 
high temperature to provide for satis- 
factory and convenient ironing of linens 
and cottons and heavy materials, the 
Proctor & Schwartz Electric Company, 
7th Street and Tabor Road, Philadel- 
phia, Pa., has developed a 1,000-watt 
automatic iron. 

On the lower temperatures, for the 
ironing of lighter materials, the tem- 
perature regulating feature remains the 
same as in the former 660-watt iron; 
the difference in the new iron being its 
1,000-watt capacity and therefore in- 
creased facility for the maintenance of 
higher temperature for the ironing, as 
pointed out above, of heavier fabrics. 

Features of the new iron are its well- 
ventilated bail, for a cool handle; sturdy 
heel rest which presents no folds or 
crevices to catch dust; flared sole plate 
to facilitate ironing around ruffles and 
buttons; and the chromium finish. The 
cord of the new iron is permanently 
attached, to eliminate all cord troubles. 
The intended retail price of the new 
iron is $9.90.—Electrical Merchandising, 
December, 1930. 


* * * 
V oss Washer 

That it cleans by the “hand washing” 
method, by washing in suds at the top 
of the water, is a feature of the low- 
priced fullsized washer announced by 
the Voss Bro- 
thers Manufac- 
turing Company, 
Davenport, 
Iowa. The agi- 
tator is of the 
“overhead” type, 
equipped with 
vanes, causing 
continuous agi- 
tation of the 
water and the 
clothes andwash- 
ing the clothes 
as described in 
the suds at the 
top. 

Several desir- 
able features are 
incorporated in 
this new washer, 
which retails for 
$59.50.—Hlectri- 
cal Merchandis- 
ing, December, 
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New-Lite Electric 
Mirror 


Two models of electric mirror are 
offered by the W. A. Schurmann Manu- 
facturing Company, 1639 Walnut Street, 
Chicago. One model is of the wall 
bracket type, adjustable to any position 
without the use of tools and the other 
is a pedestal model with flexible nickeled 
shaft adjustable. to any position. Both 
models have 6-in. beveled plate mirror 
and nickel-plated parts. 

In this ‘“New-Lite” mirror, the frosted 
lamp below the mirror is placed at the 
correct angle to thoroughly illuminate 
every part of the face without glare on 
the eyes. It is a valuable aid in shav- 
ing, make-up, examination of throat, 
nose, teeth and eyes. The intended 
retail price of the wall model is $5: 
pedestal model, $10. A gold-plated model 
is slightly higher priced. — Hlectrical 
Merchandising, December, 1930. 


* * * 





True Vibrator 


In the “True” vibrator of the True 
Vibrator Company, 4156 West Washing- 
ton Street, Los Angeles, Cal., no motor 
is employed, no moving parts or gears, 
no oiling or adjusting. The vibrator is 
constructed with a heavy wound coil 
surrounded by laminations operating as 
a magnetic unit, enclosed in a case of 
cast aluminum. It is readily portable 
and can be carried by attached strap 
and hung to a hook from the wall. 
Because of its small size and light 
weight, it can be carried in any travel- 
ing bag. Its equipment includes heavy 
durable belt of close knit weave spe- 
cially made to give maximum vibrations, 
attached to non-breakable malleable 
iron arms, head cap for neck and scalp 
massage and hook for attachment. Its 
total weight, with shipping box, is 10 lb. 
Overall dimensions are 6 in. wide, 8 in. 
long, 3 in. thick. 

Features of the vibrator are the rate 
of deep, ja vibrations, 100 per 
second, 6,000 per minute on 50-cycle 
current; 120 per second, 7,200 per min- 
ute, on 60-cycle current. The _ in- 
tended retail price is $25.—Electrical 
Merchandising, December, 1930. 
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Perma-C harge 
Battery Charger 


Permanently attached to the automo- 
bile, the new ‘‘Perma-Charge” battery 
charger of Perma Charge, Inc., 4394 
Pearl Road, Cleveland, Ohio, charges the 
battery without the necessity of remov- 
ing it from the car. 

This new charger is designed for 
6-volt batteries, and is operated from 
the lighting circuit, 105-120 volts, 60 
eycle. It consists of a small compact 
charger which is permanently attached 
to the engine separating board of the 
car. It is 6 in. x 4 in. x 2# in. in size. 
Two wires lead to the charger, one of 
which is attached to the ammeter and 
the other grounded to the frame of the 
car. The charger has special taper 
feature, to eliminate possibility of over- 
charging the battery, and a special plug 
prevents feed-back of battery circuit 
when the plug is removed from the 
charger. ‘“Perma-Charge,”’ the manu- 
facturer points out, has no bulb, acid 
or vibrator, using instead a dry, metallic 
rectifying element of very long life.— 
ee Merchandising, December, 
1930. 





* * * 


Naxon Clock 


Synchronous in type, the ‘“Naxon”’ 
electric clock of the Naxon Electric 
Clock Company, 1113-1119 North Frank- 
lin Street, Chicago, has less than thirty 
parts. Only one gear, it is explained, 
is used in the entire mechanism. 

Two models of kitchen clock are now 
in production as is also an office clock. 
Other models, such as mantel, alarm 
and chime clocks, will be added to the 
line in a short time. Movements will 
also be available to manufacturers of 
other merchandise requiring the instal- 
lation of electric clocks in their product. 

The kitchen models are offered in 
finishes of pastel green and ivory and 
dark green and apple. 

Present models of the ‘‘Naxon” clock 
are made for 60-cycle, 110-120 volt cur- 
rent only but other models for 50-cycle 
and 25-cycle lines will be offered later. 
we Merchandising, December, 
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Home Talkies, Movies, 
Phonograph and Radio 


All in one instrument, the Bell & 
Howell Company, Chicago, Ill., has com- 
bined a home talkie, movie, phonograph 
and radio. The new instrument is 
known as the ‘“Filmophone-Radio” and 
is announced for December 15 delivery. 

A Bell & Howell “Filmo” movie pro- 
jector, utilizing regular 16 mm, home 
movie size film, is used for the pictures 
and a “Howard” chassis is the basis of 
the radio feature. A phonograph motor 
is so arranged that the turntable can 
be operated at either the standard speed 
for ordinary phonograph records or 334 
r.p.m. when the records for the sound 
pictures are played. Talkies and also 
movies, without sound, can be projected, 
if desired, with the new outfit. 

A large number of home talkie sub- 
jects can now be secured from photo- 
graph dealers, it is announced. Among 
these are the amusing ‘Felix the Cat” 
cartoons as well as numerous other 
entertaining and instructional features, 
including many of the famous UFA 
educational sound pictures.—Electrical 
Merchandising, December, 1930. 





Kohler Washer 


In the portable clothes washer made 
by the Kohler Company of Kohler, Wis., 
the oscillating impeller has six blades 
or vanes, each ending in a pronounced 
shoulder or hump. When the impeller 
oscillates, the size and design of the 
blades, it is explained, give the water 
a radial action, churning it with a back- 
ward lash around each vane, the pres- 
sure of the water opening and separat- 
ing clothes and flushing out all dirt. 

The tub is coated inside and out with 
Kohler Flint-gloss, a enamel 
and has an aluminum cover which also 
serves as a tray for the clothes. The 
washer is adjustable to the most conven- 
ient working height and is equipped with 
a swinging electric wringer. Control lev- 
ers are accessible and easily operated. 
The tub is emptied by means of a drain 
ae Merchandising, Decem- 
er, vol, 
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Graybar Cleaners 


Normal speed and an Extra speed are 
provided in the new two-speed cleaner 
brought out by the Graybar Electric 
Company, 420 Lexington Avenue, New 
York City. The Normal speed gives a 
powerful suetion for cleaning any type 
rug but if a still more powerful suction 
is wanted, a flip of a switch will give 
a much greater speed, the Extra speed, 
which is designed for quick cleaning or 
when an unusually difficult cleaning 
job is to be done. 

The cleaner has motor- 
driven brush and body of 
aluminum casting, with 
steel handle, chromium 
plated, and 20-ft. cord. 
The intended retail price 
is $44.50. 

Another new “Graybar” 
cleaner is the ‘Petite,’ 
which, as its name im- 
plies, is a_ small-sized 
cleaner, weighing only 11 
lb. It is a two-third size 
replica of the large 
cleaner and has been par- 
ticularly designed for use 
in small homes and apart- 
ments. It has 
motor-driven 
brush and adjust- 
able nozzle. Its in- 
tended retail price 
is $34.50.—Hlectri- 
cal Merchandisina, 
December, 1930. 














Jiffy Tie Presser 


The Jiffy Electric Water Heater Com- 
pany, Hazel Park Station, Detroit, Mich., 
is announcing another new product, a 
“Jiffy’’ tie presser. <A special shaped 
aluminum form is placed inside the tie, 
in this new presser, to assure a perfect 
pressing surface. The presser is small 
and compact and fits easily in grip or 
valise. It weighs 8 lb. and is made to 
retail at $3.95.—Hlectrical Merchandis- 
ing, December, 1930. 


e 


Robbins & Myers 
Rotary Converter 


A new line of rotary converters, ex- 
pressly designed to make possible the 
use of radio receiving sets, neon 
signs, ozone machines, X-Ray appara- 
tus and similar jappliances built to 
operate on 110-volt, 60 cycle alternating 
current, in localities where only direct 
current is available, has been brought 
out by Robbins & Myers Sales, Inc., 
Springfield, Ohio. 

Characteristics of the new converters, 
the manufacturer points out, are their 
simplicity of construction, silent per- 
formance and freedom from radio inter- 
ference. A highly efficient filtering de- 
vice is used to prevent any noises 
generated on the D. C. side of the 
converter from reaching the receiving 
set.—Electrical Merchandising, Decem- 
ber, 1930. 
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Automatic Portable 
Ironer 


Full automatic in operation, the new 
portable ironer of the Automatic Washer 
Company, Newton, Iowa, has free roll, 
6 in. x 26 in., that can be rotated in 
either direction. The roll is described 
as making 6 r.p.m. or 108 in. per min- 
ute. The shoe, of formed steel, with 
chromium finish, has 90 sq.in. of ironing 
surface. 

The ironer has adjustable pressure, 
controlled by spring. It has hand-con- 
trolled emergency release. The element 
is rated at 1,200 watts. A Westinghouse 
motor is employed; all gears are cut; 
worm gears are ground. Bearings oil- 
less. The ironer’' weighs approximately 
50 lb. and can be stored in space of less 
than 1 ft. when stood on end. The 
intended retail cash price of this new 
ironer, Model 24, is $84.50.—Hlectrical 
Merchandising, December, 1930. 






Cozy Glow Heater 


A new 800-watt “Cozy Glow’ heater 
has been announced by the Westing- 
house Electric & Manufacturing Com- 
pany, Mansfield, Ohio. The heater is 
of full-size, directing heat over a large 
area. It is finished in bronze with a 
14-in. chrome-plated reflector. Its in- 
tended retail price is $8.50.—Electrical 
Merchandising, December, 1930. 





* * * 


New Yukon Refrigerator 


As companion to the “Yukon” 5 
(which retails for $159.50 f.o.b. Detroit), 
the Kelvifiator Corporation, Detroit, 
Mich., is announcing the ‘‘Yukon” 7, 
with food storage space of 7 cu.ft. and 
shelf area of 124 sq.ft. This new 
“Yukon’’ is 534 in. high, 253 in. deep 
and 31 -ins*wide. It has 2% in. of 
insulation all around and contains three 
ice trays, two with metal and one with 
rubber grid, with a total capacity of 
81 large ice cubes, or 84 lb. of ice ata 
single freezing. 

The interior finish is one-piece por- 
celain, with rounded corners; exterior 
is white lacquered enamel on rust-proof 
stock. Hardware is finished in chro- 
mium., ..Other features are the five- 
temperature setting dial, defrosting 
switch and the new “Kelvin Crisper,” a 
porcelain enameled vessel, all white, 
with black trim 124 in. long, 7 in. wide. 
—Electrical Merchandising, December, 
1930 





King Koltd 
Refrigerators 


Four new “King Kold” refrigerators 
have been placed on the market by. the 
Illinois Moulding Company, 2411 West 
23rd Street, Chicago. Two of these new 
models have net food storage capacity 
of 4.5 cu.ft., one is of 5.3 cu.ft. capacity 
and one 5.5 euft. 

The new refrigerators have five stages 
of cold control, & hp. Delco motor, 3-in. 
Dry Zero and Celotex insulation and 
chromium-plated hardware. 

Models IE-4 and I-4, with intended 
net prices to the customer of $149.50 
and $159.50 respectively, have enamel- 
ized interior and exterior finish on rust- 
proof steel and two ice trays containing 
30 cubes. Models I-5 and IT-5 have 
porcelain lining fused on Armco iron 
and enamelized hard exterior, with three 
ice trays and 45 cubes. These models 
are listed at $172.50 and $189.50 net. 
No extra charge is made for freight or 
delivery to any store within Chicago 
or immediate suburbs, the manufacturer 
point out.— Electrical Merchandising, 
December, 1930. 



















Parsons Pureair 


Kitchen 


Great saving in floor space is effected 
in the small home and summer cottage, 
apartment and hotel by the use of the 
“Pureair’ cabinet of the Parsons Com- 
pany 603 Milwaukee East, Detroit, 

ic 


The “Pureair’” kitchen is built entirely 
of steel and contains an electric re- 
frigerator and electric range, as well as 
sink and storage space for foods and 
supplies. The cabinet occupies a space 
of less than 4 ft. in width. Its overall 
dimensions are 80 in. high, 45% in. wide 
and 22 in. deep. The finish is jonquil 
green and ivory lacquer, striped in Per- 
sian orange. The range is a full-size 
four-burner stove with 16-in. oven and 
broiler.—-EHlectrical Merchandising, De- 
cember, 1930. 
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Jiffy Room Heater 


Heat from the new “Jiffy” heater of 
the Jiffy Electric Water Heater Com- 
pany, Hazel Park Station, Detroit, Mich., 
is forced*into circulation by means of 
an electric fan. This new heater is 
rated at 1,000 watts. It is 15 in. high, 
10 in. wide and 8 in. deep and its in- 
tended retail price is $13.50. The present 
models of “Jiffy’’ heaters are equipped 
with round instead of the square open- 
ing on front panel shown in the accom- 
panying illustration.—Electrical Mer- 
chandising, December, 1930. 





V elvetskin Scalp Tips 


Protruding rubber fingers, made to 
alternately and gently pat or tap the 
scalp at the rate of more than 100 
strokes per second, further increase the 
usefulness of the ‘‘Velvetskin’” patter 
of the Connecticut Telephone & Electric 
Corporation, Meriden, Conn. 

This new device for scalp treatment 
is interchangeable equipment with the 
“patter” attachment. 

The “Velvetskin” patter is encased in 
an attractive, compact handle, available 
in three colors—jade green, orchid and 
primrose. .The riew scalp attachment is 
standard equipment with the patter, at 
no increase in price. The intended re- 
tail price for a.c., 110-volt instruments 
is $5; for d.c., $7.50.—Electrical Mer- 
chandising, December, 1930. 





Door Chime 


But one note is sounded at each pres- 
sure of the button in the new electric 
door chime of the H. R. Kirkland Com- 
pany, 70 East 45th Street, New York 
City. The chime sounds but once, even 
though the button may be held in con- 
tact. This new door chime consists of 
a cast bronze bell shell, tuned resona- 
tor and an electric magnet. 

The chime is wound for operation on 
6 volts, either from batteries or from a 
transformer. It is readily adjustable 
as to tone volume by raising or lower- 
ing the set screw that is inside and at 
the bottom of the case. By removing 
and reversing the fiber tip hammer, with 
which it is furnished, thereby striking 
the shell with a felt tip, a softer note 
mnay be obtained. The resonator tube, 
aiso, can be removed, thus greatly reduc- 
ing -the sound wave and volume. The 
intended retail. price of the chime is 
$16.25.—Electrical Merchandising, De- 
cember, 1930. 
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Graybar Ranges 


Several practical and unique features 
are incorporated in the new “Graybar 
Crawford” ranges announced by the 
Graybar Electric Company, 420 Lexing- 
ton Avenue, New York City. 

For instance, in Model 14-66 R. P. A., 
the triple automatic range, a_ triple 
receptacle automatically closes the cir- 
cuit when not in use, permitting auto- 
matic time control of the rear surface 
burner, the oven and the convenience 
outlet. This range has three surface 
burners, one 8-in. and two 6-in., of the 
open type, rated at 2,000 watts for the 
8-in. burner and 1,200 watts for each of 
the 6-in. The oven is 14x18x14 and 
each of the two oven units is rated at 
1,350 watts. White and gray finish. 
Intended retail price, $130. 

An oven light, lighting the oven inte- 
rior and making more easy the examina- 
tion and removal of food, is a feature 
of the new 18-96 R. P. A. range. This 
range is also equipped with red jewel 
pilot light which tells the operator when 
the oven is preheated. It has four 
surface burners, two 8-in. and one 6-in. 
of the open type, and one 8-in. “‘Dura- 
speed” closed unit, rated at 1,500, 1,000, 
1,000 and 1,800 watts, respectively. This 
range is listed at $270. A cabinet base, 
providing extra storage space for cook- 
ing utensils, is available for use with 
this range. y 

The new “Duraspeed” unit, a fast, 
renewable, enclosed top cooking plate, 
is described by the manufacturer as 
being the fastest enclosed unit ever 
built. It is $2.50 extra and can be 
installed on any of these ranges. 

Other new “Graybar” ranges include 
a combination coal and electric range, 
No. 18-173 P. S: T., which retails for 
$240, and an apartment house range, 
No. 16-251, listed at $115.—Electrical 
Merchandising, December, 1930. 











Poolé Clocks 


For the Fall selling season, and, of 
course, the Christmas season, the Poole 
Manufacturing Company, Ithaca, N: Y., 
has announced an attractive assortment 
ot clock models, covering a price range 
of from $20 to $35. 

These clocks are of the battery type 
and operate independent of electric cur- 
rent, from a small battery. However, 
they are universally adaptable and may 
be operated if desired from any house 
current by the use of an adapter, sup- 
plied at slight additional cost. 

Illustrated is the ‘“‘Romanesque” model 
No. 71, of classic design, in two-tone 
brown mahogany with curly maple 
front paneling. This clock is ‘10 in. 
high and retails for $35. — Hlectrical 
Merchandising, December, 1930. 





Evevhot Somdwicds 
Toaster 


An elevated type hinge, designed to 
prevent the crushing of the sandwich 
and <lso permit the top of the toaster 
to be fully opened so that the grids 
may be used as a heating surface, is 
a feature of the new “Everhot” sand- 
wich toaster of the Swartzbaugh Manu- 
facturing Company, Toledo, Ohio. 

The capacity of the toaster is two 
large sandwiches. The finish is chro- 
mium. The cover is equipped with heat 
indicator. Intended retail price, $12.50. 
ne Merchandising, December, 
930. 





Kelvinator De Luxe 
Refrigerators 


New ‘Kelvinator’ cabinets have under- 
gone an extensive beauty treatment and 
are now even more attractive than for- 
merly. Tray fronts are now furnished 
in bright, chrome-finished metal, with 
pulls to match those on the machine 
compartment door, adding a touch of 
beauty to the interior of the cabinet. 

On the new nameplate appears a large 
glass ruby jewel which catches the-eye 
immediately. A switch at the top of 
the name-plate turns on and off the 
electric light which illuminates’ the 
interiors of the DeLuxe cabinets.—Elec- 
trical Merchandising, December, 1930. 
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Janette Rotary Converter 


The Janette Manufacturing Company, 
556 West Monroe Street, Chicago, is 
announcing a new Type CA-20-F rotary 
converter. This new unit has a capacity 
of 110 watts, sufficient, the manufac- 
turer points out, for the majority of 
A. C. radio sets now on the market. 
It is available for 32, 115 or 230 volts, 
D. C. Complete with filter, cord, plug 
and D. C. receptacle, its intended retail 
price is $49.50. For 230 volts, D. C., 
$2 extra.— Electrical Merchandising, 
December, 1930. 





Universal 
Sandwich Toaster 


In design and in its chromium “Blue 
Diamond” finish, the new “Universal” 
sandwich toaster, E7630, is an unusually 
attractive table appliance. 

This new toaster is made to toast 
two large or three small sandwiches of 
varying thickness and to cook bacon 
and eggs, meat and fish cakes and, of 
course, pancakes. An expansion hinge 
holds the upper grid in upright position 
or allows it to rest on the handle for 
two plate surface cooking. 

The aluminum cooking plates are 
10%; in. x 5}4 in. Rating is 650 watts. 
The intended retail price is $13.50.— 
+ tide Merchandising, December, 
1930. 

* * * 


Luminator Mirror 


Bathing the face with a 
soft, glareless light that 
casts no shadow, the 
new ‘Luminator”’ mir- 
ror provides perfect il- 
lumination for shaving 
or make-up. This mir- 
ror is made by Lumina- 
tor, Inc., 851 Washing- 
ton Boulevard, Chicago, 
Tl. 

The No. 201 Lumina- 
tor is mounted on an 
attractive pedestal and 
is adjustable in height 
from 50 to 72 in. It is 
constructed of brass 
and finished in nickel. 
The diameter of the 
mirror is 11 in. Em- 
ploys 75-watt lamp. 

The intended retail 
price is $29.—Electrical 
Merchandising, Decem- 
ber, 1930. 





Davol Electric Hot 
Water Bottle 


The Davol Rubber Company, Provi- 
dence, R. I., has brought out an electric 
hot water bottle, the heating unit cf 
which is thermostatically controlled. It 
is made for operation on 110-volt,‘ a.c. 
current and is claimed to be absolutely 
foolproof, having been tested and ap- 
proved by the Underwriters’ Labora- 
tories and Good Housekeeping Institute. 
Its intended retail price is $4.50.— 
— Merchandising, December, 
930. 





Betsy Ross Corn Popper 


A popular item for winter-time sales 
is the electric corn popper, a new model 
of which has been brought out by the 
Central Flatiron Manufacturing Com- 
pany, Johnson City, N. Y. 

In this corn popper, the popping cyl- 
inder rests over the heating plate, the 
popped corn falling out of the cylinder 
into a perforated metal basket where 
the corn is kept warm until popping is 
completed. The stirring handle is in 
the cover. The popper measures 8% in. 
in diameter by 63 in. high and the 
intended retail price in the East is 
$3.50; $4 West of the Rockies.—Elec- 
trical Merchandising, December, 1930. 





* * * 


Delco Fans 


A recent announcement of interest is 
that made by the new General Motors 
subsidiary, the Delco Appliance Com- 
pany, Rochester, N. Y., of the new line 
of “Delco” electric fans. These fans 
are made in all standard sizes, 8 in. to 
16 in., straight or oscillating, finished 
in black enamel. Features of the new 
fans are the new built-in oscillating 
mechanism, extra quiet duraluminum 
blade, and new type of multiple vacuum 
cup base to make them “stay put.” 

Distribution is planned through estab- 
lished electrical and hardware whole- 
sale and retail channels, to the exclu- 
sion of present dealers and distributors 
of other General Motors products such 
as Frigidaire and G. M. radios.—Elec- 
trical Merchandising, December, 1930. 





Gilbert Clocks 


Among the electric clocks on the mar- 
ket are those in the “Gilbert’’ line, 
brought out by the William L. Gilbert 
Clock Company, Winsted, Conn. 

These clocks are of the synchronous 
type and are made in several models— 
banjo, tambour, square and upright desk 
and mantel models. 

The square model, No. 401, the “Drum- 
mond,” is 44 in. square and has gold- 
finished paper dial and _ gold-bronze 
finish with stripe of contrasting color. 
The other mode! illustrated, the ‘“‘Alcade,” 
is 83 in. high and 9% in. wide, with 
metal dial and mahogany case. The 
clocks in the “Gilbert” line range in 
price from $7.95 to $25.—EHlectrical Mer-- 
chandising, December, 1930. 


¢ * * 


Torrid Waffle Irons 


Three attractive waffle irons are in- 
cluded in the new “Torrid” line of ap- 
pliances of The Beardsley & Wolcott 
Manufacturing Company, Waterbury, 
Conn. 

The “Avignon” model is the waffle 
iron de luxe. It was designed by one 
of the foremost holloware designers 
and is finished in chromium plate with 
green and white Karolith fittings. The 
indicator is conveniently located in front 
of the lower grid. The aluminum grids 
are 8% in. and include rim to catch ex- 
cess batter. Its intended retail price is 


95. 

The “Bedford” model, retailing, in 
nickel, for $8.95 and in chromium for 
$9.95, is also equipped with heat in- 
dicator. Features are the expansion 
hinge, 8% in. aluminum grids and 10% 
in. base. : 

The “York” model, without heat indi- 
eator, in chromium finish, is $7.95 and 
$6.95 in nickel; with heat _ indicator, 
$8.95 and $7.95.—Electrical Merchandis- 
ing, December, 1930. 


* * * 


Beverly Mov- 
able Bracket 


Flexible lighting is pro- 
vided by the new ‘“Mov- 
able” bracket designed by 
the Beverly Division of 
the Beardslee Chandelier 
Manufacturing Company, 
213 South Jefferson Street, || 
Chicago. ’ | 

This new bracket is | 
mounted on a standard 
and fits snugly against 
the wall. It has the ap- 
pearance of the perma- 
nently-installed bracket 
but unlike the familiar 
wall bracket, requires no 
installation as it is dis- 
tinctly portable. The feet 
of the bracket project less | 
than 7 in. into the room 
and eight feet of cord per- 
mit moving of bracket at 
will. 

Eleven styles are offered 
in this new bracket line, 
in varying designs and 
finishes. Prices _ range 
from $17.50 up.—Electri- 
cal erchandising, De- 
cember, 1930. 
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Cullinan Wins McGraw 
Wholesaler Award 


Presented with Citation at 
Pittsburgh Meeting 


At the meeting of the National 
Electrical Wholesalers Association 
at Pittsburgh the Wholesalers 
medal and purse for 1930, given 
under the James H. McGraw 
Award, was presented to George 
E. Cullinan, in recognition of his 
constructive contribution to the ad- 
vancement of the wholesaling 
branch of the electrical industry 
through his persistent and unselfish 
labor for the education of the in- 
dustry in the economics of distri- 
bution. 

The Committee of Judges which 
awarded the medal to Mr. Culli- 
nan consisted of J. L. Owen, 
George Patterson and Walter Wil- 
liamson. 

In 1925 the medal and purse 
were awarded to William R. Her- 
stein; in 1927 to O. Fred Rost. 
In 1926, 1928 and 1929 no whole- 
salers awards were given. 


Collections Up 6 Per Cent 
Say Credit Men 


Collections of wholesale and 
manufacturing firms throughout the 
country are at least six per cent 
better than they were a month ago, 
according to the November bul- 
letin of the National Association 
of Credit Men. 

“From the credit point of view, 
the outstanding feature of the 
present business situation is this 
country-wide improvement in col- 
lections,” said Dr. Stephen I. Mil- 
ler, executive manager of the asso- 
ciation. “We can see in it a depend- 
able sign of better things just 
around the corner.” 

Dr. Miller takes the view that 
more* careful analysis of credit 
risks and vigorous collection meth- 
ods are in large measure respon- 
sible for the gain in collections. 


C. N. Turner to Direct 
Torrid Sales 


C. N. Turner has been appointed 
sales manager of the electrical 
division of The Beardsley & Wol- 
cott Mfg. Company, Waterbury, 
Connecticut, manufacturers of the 
Torrid line of electrical cooking, 
heating and hairdressing appliances. 

Mr. Turner has been associated 
with The Beardsley & Wolcott Mfg. 
Company for the past seven years 
in the capacity of comptroller and 
assistant treasurer. 








Uncle Don Back Again 





“Uncle / 
man for the boys of the country is 
back once more at the microphone 
for the Lionel Corporation, manu- 


Don” pioneer railroad 


facturers of electric trains. He is 
chief engineer of the Lionel Engi- 
neers Club. 


Hotpoint Absorbs 
Loth Stove 


Provides New Manufacturing 
Center 


The Edison General Electric 
Appliance Company, manufacturer 
of Hotpoint appliances and ranges, 
has purchased the W. J. Loth 
Stove Company of Waynesboro, 
Var 

This purchase provides a manu- 
facturing point close to eastern and 
southern markets, just as the pres- 
ent Hotpoint plants in Chicago, 
Illinois and Ontario, California 
supply the middle and far west 
markets. 

A gradual, but immediate, ex- 
pansion of the newly acquired Loth 
plant will eventually provide fa- 
cilities for the making of Hotpoint 
irons, toasters, waffle irons, perco- 
lators and other appliances as well 
as electric ranges. 

Manufacture of Loth stoves will 
be continued, at least for the pres- 
ent. Capt. Richard H. Clemmer, 
general manager of the company 
will remain with the new organi- 
zation and serve as general man- 
ager of the Waynesboro plant. 
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1,000,000 Units 1931 Goal 
of N.E.L.A. Refrigeration Bureau 


Selling Efforts to Be Concentrated in Three Major Campaigns 


As the opening gun in its three- 
year program for the electrical 
refrigeration industry, the Electric 
Refrigeration Bureau of the Na- 
tional Electric Light Association 
has set 1,000,000 units as the 1931 
sales objective. 

Detailed plans have been worked 
out in connection with this program 
which calls for three major cam- 
paigns during the course of the 
year. The first campaign begins 
in the spring—April 1 to June 30; 
the fall campaign begins Sept. 7 
and lasts until October 16. On 
November 16 the final campaign 
of the year will begin to end 
finally on Christmas eve. During 
the summer months when refriger- 
ation business enjoys its greatest 
impetus, there will be no special 
campaign effort, such activity being 
reserved for the slower months of 
the year. 

According to J. E. Davidson, 
president of the Nebraska Power 
Company and former president 
N.E.L.A., who is serving as na- 
tional chairman of the Electric 
Refrigeration Bureau, 1,000,000 
units in 1931 involves the sale of 
refrigerators to 5 per cent of the 
20,000,000 wired homes in the 
country. A national budget cover- 
ing the costs of advertising and 
promotional expenditure, largely to 
be subscribed by refrigerator man- 
ufacturers, has been set up and 
will spend during the three-year 
schedule $1,000,000 for the work. 

In order to facilitate the working 
of the program, which will neces- 
sitate a cooperative effort on a 
scale rarely before attempted, the 
country has been divided into 
twelve regions under the control 





Standard Earnings 
Up for Year 


John J. O’Brien, president, 
Standard Gas and Electric Com- 
pany, announces that combined net 
earnings of all the company’s sub- 
sidiary and affiliated public utility 
companies for the twelve months 
ended September 30, 1930, showed 
an increase of $1,158,026 or 1.58 
per cent, as compared with the pre- 
vious twelve months. Gross earn- 
ings increased $2,273,693 or 1.49 
per cent. 


| 


|G. M. 








of a regional director, all of whom 
have been appointed. This work 
is under the active direction of 
G. W. Allison, secretary of the 
Refrigeration Program. 

The following men have accepted 
appointments as members of the 
Executive Committee : 

W. R. Putnam, Electric Bond & 
Share Co., New York, N. Y.; 
C. J. Eaton, Middle West Utilities 
Co., Chicago, [l.; H. C. Cum- 
mings, Byllesby Engineering & 
Management Corp., Chicago, IIl.; 
T. F. Kennedy, Henry L. Doherty 
& Co., New York, N. Y.; L. R. 
Parker, Commonwealth & South- 
ern Corp., Jackson, Mich.; D. M. 
DeBard, Stone & Webster Corp., 
Boston, Mass.; H. M. Sawyer, 
American Gas and Electric Corp., 
New York, N. Y.; F. D. Pemble- 
ton, Public Service Electric & Gas 
Co., Newark, N. J.; C. E. Michel, 
Union Light and Power Co., St. 
Louis, Mo.; Carl Taylor, Westing- 
house Elec. & Manufacturing Co., 
Mansfield, Ohio; P. B. Zimmer- 
man, General Electric Co., Cleve- 
land, Ohio; H. C. Burritt, Kelvi- 
nator Corporation, Detroit, Mich.; 
J. A. Harlan, Frigidaire Corpora- 
tion, Dayton, Ohio. 

The Regional Directors for the 
activity are: 

New England Division—C. L. 
Edgar, Edison Electric Illuminat- 
ing Co., Boston, Mass.; Eastern 
Division—H. P. Liversidge, Phila- 
delphia Electric Co., Philadelphia, 
Pa.; Great Lakes Division—John 
F. Gilchrist, Commonwealth Edi- 
son Co., Chicago, Ill.; East Cen- 
tral Division—L. B. Herrington, 
Kentucky Utilities Co., Louisville, 
Ky.; Middle West Division—L. 0. 
Ripley, Kansas Gas & Electric Co., 
Wichita, Kan.; Southwestern Divi- 
sion—J. F. Owens, Oklahoma Gas 
& Electric Co., Oklahoma City, 
Okla.; Northwestern Division— 
Gadsby, Utah Power & 
Light Co., Salt Lake City, Utah; 
Rocky Mountain Division—Arthur 
Prager, Albuquerque Gas & Elec. 
Co., Albuquerque, N. M.; Pacific 
Coast Division—A. Emory Wishon, 
Great Western Power Co., San 
Francisco, Cal.; Southeastern Di- 
vision—J. G. Holtzclau, Virginia 
Electric Power Co., Richmond, 
Va.; North Central Division—W. 
H. Burke, Minnesota Power & 
Light Co., Duluth, Minn. 


59 






























































































































































THE Firinc LIne News 








A.S.A. Draws Up 
Refrigerator Safety 
Code 


Permits Multiple Installation 
Systems 


A national safety code for me- 
chanical refrigerators of all types, 
both domestic and commercial, has 
just been approved by the Ameri- 
can Standards Association. Re- 
frigerating apparatus used in the 
manufacture and processing of ma- 
terials such as in ice-making plants, 
cold storage warehouses, ice cream 
and dairy plants, packing houses, 
and chemical plants, and also cool- 
ing systems of theaters and other 
buildings are covered in the pro- 
visions of the code, which was pre- 
pared by a technical committee of 
the American Standards Associa- 
tion working under the direction 
of the American Society of Re- 
frigerating Engineers. Commer- 
cial plants of the type used in meat 
markets, florists shops, and restau- 
rants are also provided for. 

One of the most important pro- 
visions of the code, which permits 
the installation of multiple systems 
in apartment houses with adequate 
safeguards to eliminate possible 
hazards, ends a long-standing con- 
troversy on this question. This 
will probably mean that regula- 
tions prohibiting the installation cf 
multiple systems such as exist in 
New York City and other munici- 
palities will not become an im- 
portant factor in the refrigeration 
industry. 

The code applies to both direct 
methods of refrigeration, in which 
the refrigerant is circulated through 
the system, and to the indirect, in 
which brine or water cooled by the 
refrigerant is circulated through 
the system. 

Copies of the code may be pur- 
chased from the American Stand- 
ards Association, 29 West 39th 
Street, New York City, or from 
the American Society of Re- 
frigerating Engineers, 37 West 
39th Street, New York City, at 
30 cents per copy. 





Salt River League Elects 


The annual election of the Salt 
River Valley Electric League re- 
cently was held in Phoenix, Ariz. 
Walter Wilson, Westinghouse 
Officers elected follows: president, 
Electric & Manufacturing Com- 
pany; vice-president, Fred Ensign, 
New State Electric Company; 
second vice-president, D. C. Bacon, 
3acon Electric Company ; secretary- 
treasurer, John Quinn, Central 
Arizona Light and Power Com- 
pany. The directors include: L. K. 
Doutrick, Central Arizona Light & 
Power Company; Ralph Sewell, 
Salt River Valley Water Users’ 
Association; E. A. Thoma, Thoma 
Electric Company; F. G. Maugh- 
mer, Westinghouse Electric & 
Manufacturing Company; — and 
B. F. Carter, Vinson-Carter Elec- 


Frigidaire Entertains Central Station Men 


Some of the familiar faces 
Frigidaire Corporation recently: 
NA. s ©. Rs 





ys the refrigeration meeting of the 
Harold, Brooklyn Edison Co.; 


W. Allison, Refrigeration Bureau, 
Wm. Dobler, L. I. 


Lighting Co.; Thos. Jabine, Central Hudson Gas & Electric Co.; B. A. 


Seiple, Jersey Central Power and Light Co.; 


Island Edison Corp. ; 
delphia Electric Co.; 


W. G. Burrill, Staten 


A. E. Ward, Associated Gas and Electric System ; 
George J. Clute, Patchogue Electric Light Co.; W. 


R. M. Very, Phila- 


A. L. Kebbe Connecticut Power Company; W. M. 


Walsh, Connecticut Light & Power Co.; Louis Fiorani, Franklin Elec- 
tric Light Company; William Kaye, Associated Gas and Electric Co.; 


A. F. Rassiga, New 


C. Brezee, Long Island Lighting Co. 


York and Queens Electric Light and Power Co.; 
; Jos. J. Cussey, Electric Bond and 


Share Co.; E. Z. Ramey, Eastern New Jersey Power Co.; Fabian K. Cox, 
Charles H. Tenney and Co.; A. H. Palmatier, Rockland Light and Power 


Co.; H. H. Bodge, 


New England Power Association ; 


R. J. Wilder, 


Central Massachusetts Electric Co.; Paul Lorch, New York Edison Co. ; 


C. N. Lewis, New York Edison Co. 


; J. W. Carpenter, United Electric 


Co.; W. J. Schmidt, Long Island Lighting Co.; Stephen Bennis, United 
Electric Light and Power Co.; Edward Connelly, Long Island Lighting 


Co: * 
Valley G. 


A SE OF 
Collins, 


Richard Lincoln, Boston Edison; 
A. Holmberg, 
Brooklyn Edison Co.; W. A 


Roger A. Gordon, Blackstone 
E. A. Steinbuhler,-and Thos. J. 
. McClure, Clarence Law, C. K. 


Nichols, and Daniel Murphy, New York Edison Co.; L. Coleman, L. J. 


Montgomery, and H. H 


Barton, New York and Queens; 


3. eS Olen Oe 


Lovett, Rockland Power and Light Co.; C. E. Carter, Danbury Gas and 


Electric Co.; Hall Trueman, American Electric Power 
man, Associated Gas and Electric Co.; 


Service Corp.; C. 
United Light and Power Co. 


Co.; H. L. Heine- 
T. E. Roach, National Public 


E. Radcliff, Yonkers Electric Light Co.; Drake Smith, 








tric Company, all of Phoenix. 
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Westinghouse Supply 
Puts on Show 


Newark Branch Takes Lead 
in New Activity 


Recently, a three-day show of 
electrical merchandise was  con- 
ducted by the Westinghouse Elec- 
tric Supply Company, Newark, 
N. J. The displays were so ar- 
ranged that all the appliances were 
accessible and easily handled. 

In making this exhibit, it was 
felt that the ordinary electrical 
store with most of the merchandise 
either in show cases or wall cases 
did not give the visitor the oppor- 
tunity to stop and shop. This ob- 
jection was eliminated by arrang- 
ing every article in an accessible 
manner and giving every care 
toward the visitor’s convenience. 
The show ran from 10 o’clock in 
the morning and was supposed to 
close at 10 o’clock in the evening. 
Instead of the expected 500 visit- 
ors, 1,700 people actually regis- 
tered and went through the show. 
Dealers who saw the exhibit stated 
definitely that they were interested 
in this complete store idea of dis- 
play and expected to have a num- 
ber of these stores in operation 
before the end of the year. It is 
estimated that a dealer with a store 
of this kind could turn his stock 
over twelve times a year in a 
community of 25,000 inhabitants. 

The show was in charge of W. 
A. Grimes, Manager, Newark 
Branch of the Westinghouse Elec- 
tric Supply Company, and Walter 
Ferry, Sales Manager. 








12 Identical Lamp Bids 
a Poser 


Twelve electrical firms in Van- 
couver, by a peculiar coincidence, 
all quoted the Vancouver General 
Hospital identically the same fig- 
ure for the supplying of electric 
lamps for a six-month period. 
When the contracts were opened, 
it was found that the twelve quo- 
tations were all $1,459.05. It was 
at length agreed to let the con- 
tract remain with the Jarvis Elec- 
tric Company, which has had it 
during the past six months. 





Another Correspondence 
Course in Lighting 


A correspondence course in home 
lighting including wiring, conven- 
tional and modern lighting, lamp 
shade making and lighting for 
festive occasions, will be conducted 
by the Westinghouse Lighting In- 
stitute, Grand Central Palace, New 
York City, beginning Monday, 
January 5. 

The course is intended primarily 
to stimulate home lighting by pro- 
viding basic information on ways 
and means of making homes more 
homelike through both decorative 
and improved lighting, by simple 
changes and additions and by per- 
sonal preferences in lamps or 
fixtures. 

This is the second correspond- 
ence course conducted by the West- 
inghouse Lighting Institute, the 
first study completed recently deal- 
ing with general illumination and 


Adams and Moore Win 
McGraw-Hill Manu- 
facturing Awards 


Citations Given at N.E.M.A. 
Meeting 


At the recent meeting of the 
National Electrical Manufac- 
turers’ Association, Old Point 
Comfort, Va., recently, Lee F. 
Adams, commercial engineer 
with the General Electric Com- 
pany and R. W. E. Moore, engi- 
neering manager of association 
activities for the Westinghouse 
Electric & Mfg. Company, were 
each awarded the McGraw-Hill 
manufacturer's medal for 1930, 
together with purse and citation. 
To Lee F. Adams, the award 
was presented in recognition of 
his constructive contribution to 
the manufacturing branch of the 
electrical industry through his 
long and arduous service in the 
co-ordination and advancement 
of the standardization and simpli- 
fication of electrical products. 
For the past two and a half 
years Mr. Adams has been chair- 
man of the Standards Commit- 
tee of the National Electrical 
Manufacturer’s Association. 

To R. W. E. Moore, the award 
was given in recognition of his 
constructive contribution to and 
invaluable service in the co- 
ordination of codes and stand- 
ards to control the fire and 
casualty hazards of electrical ap- 
paratus and supplies. 

The Committee of Judges 
which awarded the medals to 
these men consisted of Clarence 
L. Collens, C. H. Strawbridge, 
W. E. Sprackling, L. B. F. Ray- 
croft, D. R. Bullen and S. L. 
Nicholson. The Committee of 
Awards consists of W. W. Free- 
man, . B. Crouse, W. E. 
Robertson, L. K. Comstock, F. 
M. Feiker and Earl Whitehorne. 

In 1925 the medal and purse 
were awarded to S. L. Nichol- 
son, in 1926 to Clarence L. Col- 
lens. In 1927, 1928 and 1929 
no manufacturers awards were 
given. 





N.E.M.A. Appoints 
Moore and Adams 


R. W. E. Moore has been ap- 
pointed chairman of the Standards 
Committee of National Electrical 
Manufacturers Association for the 
coming year. Mr. Moore, who is 
engineering manager of association 
activities of the Westinghouse 
Electric & Manufacturing Co., has 
had many years’ experience in such 
work. 

L. F. Adams has just been 
appointed chairman of the Casualty 
and Fire Prevention Committee of 
National Electrical Manufacturers 
Association. For three years pre- 
vious he was chairman of the 
Association’s Standard Committee 
and he has been in such activities 





having some 6,000 enrolled. 


for many years. 
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New York E. A. to Curb 


“Curbstoner”’ 


Report Shows $1,000,000 Annual 
Property Loss Due to 
Poor Wiring 


One million dollars a year pen- 
alty is being paid by property own- 
ers of New York City because of 
hazardous electrical wiring condi- 
tions according to a statement by 
the Electrical Association of New 
York. This is due in large part 
to the fact that an abnormal 
amount of wiring is being done by 
irresponsible contractors who do 
the work with little regard to the 
standards of either safety or 
adequacy in this construction. The 
number of violations on wiring 
jobs and the number of fires of 
electrical origin have been growing 
and have resulted in increased 
insurance rates to this amount. 

Over 4,700 master contractors 
licenses have been issued this year 
in New York City as compared 
with about 350 in Chicago, which 
is at the rate of one contractor 
per 1,475 population in New York 
as compared with one contractor 
per 7,224 in Chicago, and 6,713 in 
Cleveland. The majority of these 
licenses have been issued for $10 
to men who desire to take on wir- 
ing jobs while out of work or in 
their spare times and they do work 
substandard both in quality and 
adequacy. A large proportion of 
them fail to comply with the license 
law in that they have no place of 
business. 

These facts have come to light 
as the result of a study recently 
completed by the Electrical Asso- 
ciation of New York. A proposed 
campaign was announced to correct 
these conditions, the plan being to 
expose these conditions to those 
responsible for building construc- 
tion in New York and to the gen- 
eral public and to take action 
toward a more effective administra- 
tion of the license law. A com- 
plete twelve months’ program to 
this end calls for an expenditure 


of $185,000. 





Toads and Lizards— 
Or Cash 


_ An effective method of keep- 
ing salesmen up to the peak of 
their selling efforts was put into 
effect during the recent electric 
range, water heater and _ re- 
frigerator campaign inaugurated 
by the El Paso Electric Com- 
pany of El Paso, Texas. Not 
only did the high man each 
week receive a substantial bonus 
for his efforts, but the low man 
found himself guardian of a 
horned toad, in the case of one 
team, or of a lizard, in the case 
of the other, which he must 
guard for the week ensuing. The 
actual burden of maintenance 
was not great in either case, but 
the solicitous questions of fel- 
low salesmen did not let him for- 
get his ignominy. 








More familiar faces (some of them the same) at a utility meeting 
arranged by the Refrigeration Division, General Electric Company, 
Cleveland. 


Bottom Row: Dorsey Hines, N. K. Ovalle, C. G. Neff, C. C. Robinson, 
A. F. Ayala, H. I. Boggs, Clarence Wheeler, George Patterson, C. J. 
Enderle, Mark Wright, J. M. Walker, H. W. Kumler, J. De Jen, Dan 
Willis, H. G. Bogart, Jr., L. A. Kline. 


Second Row: J. A. Rafferty, T. 


O. Kennedy, R. M. Bleak, M. G. 


Sanders, Frank M. Houston, V. H. Moon, H. H. Bosworth, P. B. Zim- 
merman, R. W. Hoy, A. C. Mayer, Jos. W. Busch, O. A. Acuff, James M. 


Patter, L. T. White. 


Third Row: Paul H. Dow, J. E. Fanning, T. F. Kennedy, O. P. B. 
Johnson, Lawrence Jennings, C. A. Turner, George W. Allison, E. M. 
Cobb, C. J. Prashaw, D. W. Maupin, A. J. Bradley, H. H. Davis, R. S. 


Bell, J. T. Schilling, A. C. Storz, 


J. Frank Small. 


E. F. Schmidt, Robt. L. Hughes, 


Fourth Row: C. W. Brainard, Stanley Jenks, Geo. Whitwell, J. C 
Thompson, W. V. Archibald, H. J. Jenkins, A. E. Ward, W. G. Keay, 
J. C. Young, Jr., Wm. Parkerson, J. C. McCoy, R. E. Sivley, L. D. Witt- 
kower, E. L. Hinchliff, Geo. Fuller, J. P. Walters, E. G. Cloud. 


Fifth Row: C. V. Sorenson, F. J. Cottrill, E. R. Felber, Wm. T. Reace, 
H. A. Keys, H. J. Von Neida, A. P. Bryant, R. F. Judd, F. A. Wentworth, 
T. E. Roach, R. Ellsworth, C. F. March, R. J. Chapman, D. M. Halleck, 
H. H. Parrett, S. A. Hall, Hugh L. Smith, E. E. Hoyt, Wm. M. Very. 





Electric Age Brings Music House 
Into Appliance Picture 


Foster & Waldo, Minneapolis, 
for 53 years a music house and 
extraordinary user of newspaper 
space, is entering the household 
utilities field this autumn, featur- 
ing electric washing machines, 
refrigerators, and appliances, in 
addition to radio and pianos. 

“We've been in the electrical 
business for five years without 
realizing it,’ Robert O. Foster, 
the president, stated in a news- 
paper announcement. “The 
mechanical phonograph ° record 
has become an electrical proposi- 
tion; the phonograph itself is ‘all 
electric.’ The player piano has 
become ‘all electric’; and the 
radio is ‘all electric.’ There has 
grown up about an ‘electrical 
minded’ sales staff; a corps of 
electrical engineers in our serv- 
ice department. 





Two Utility Men 
For Kelvinator 


Rick and Kemp Appointed 


Campbell Wood, sales manager 
of the Utilities Division of the 
Kelvinator Corporation, Detroit, 
announces that two utiliy men 
have been appointed and assigned 
to offices in New York and 
Chicago. 

H. A. Rick, for some time asso- 
ciated with Electric Bond & Share, 
holding utility company, will be at 
the New York office, Equitable 
Building, 120 Broadway, and S. R. 
Kemp, who has been a Kelvinator 
field sales representative for one 
year, has been assigned to the Chi- 
cago office, 160 East Illinois Street. 
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“We're highly organized ‘elec- 
trically’; therefore the addition 
of electrical refrigeration, wash- 
ers, cleaners and __ electrical 
sundries is merely natural 
growth.” 

Mr. Foster has long’ been 
noted as a writer of unique ad- 
vertising and is author of several 
poems. The slogan of a promi- 
nent radio was created by him. 
To his “Majesty of Motion” 
poem he recently added a new 
stanza praising electric refrigera- 
tion and declaring that it “sharps 
the whole world’s appetite.” 





I.E.S. Discuss Home Lighting 
Practice 


Home lighting had a prominent 
role in the discussions at the recent 
Illuminating Engineering Society 
Convention in Richmond, Va. 
Evidence that actual steps are being 
taken for the further development 
of this phase of illumination is 
shown by the interest of thirty- 
six utility companies who sent rep- 
resentatives of their home lighting 
departments to the home lighting 
course given during the week of 
November 3-8 at the General Elec- 
tric Lighting Institute, Nela Park, 
Cleveland, Ohio. 





Majestic Open New York Office 


Majestic Electric Appliance 
Company of San Francisco and 
Philadelphia, Pa., has opened 
their own office under the man- 
agement of A. H. Thomas, to 
serve the New York Metropoli- 
tan area. 





Engineers Talk Dual 
Lighting 


Combination of Light and Therapy 
Coming They Say 


In a meeting of a group of engi- 
neers at the Engineering Building 
New York City, about a year ago, 
M. Luckiesh, D.Sc., Director, 
Lighting Research Laboratory of 
the General Electric Company, 
Nela Park, Cleveland, Ohio, talked 
about the possibilities of dual-pur- 
pose lighting, that is, a combina- 
tion of lighting and therapeutic 
effects. 

Time has brought developments 
in this field which warranted a 
meeting of all the lighting engi- 
neers of the Edison Lamp Works 
and National Lamp Works of the 
General Electric Company. These 
engineers met on October 30, 31, 
and November Ist, at the General 
Electric Lighting Institute in 
Cleveland to hear the facts of this 
great new development in the 
science of illumination: dual-pur- 
pose lighting. It was learned that 
equipment is now ready for this 
type of lighting installation. The 
National Broadcasting Company 
studio at Chicago, for example, has 
one of its rooms equipped for dual- 
purpose lighting. 





Abbott Enters 


Advertising Business 


Formerly With General Cable 


Charles W. Abbott, formerly di- 
rector of Low Tension Engineer- 
ing, General Cable Corporation, 
has recently joined the advertising 
firm of Moser & Cotins, Brown & 
Lyon, Inc. Mr. Abbott becomes 
vice-president and will devote 
much of his activity to selling the 
services of his new organization. 

Long connected with the elec- 
trical industry through the inter- 
ests of many of its clients, this 
advertising agency hereby adds to 
its staff, a man whose personal 
experience and intimate knowledge 
of both manufacturing and public 
relations is exceptional. For Mr. 
Abbott has been identified with 
the industry for more than 20 
years ....as an engineer with 
central stations; as an officer of 
manufacturing companies; as an 
inventor of recognized and widely 
used material; as sales manager 
and buyer of advertising; as mem- 
ber of important successful com- 
mittees of N.E.M.A., and other 
leading organizations. 

Moser & Cotins, Brown & Lyon, 
Inc., has offices in the Graybar 
Bldg.. New York and at 10 Hop- 
per Street, Utica, N. Y. 





Samson-United Chicago Office 


The Samson-United Corporation 
of Rochester, New York, manu- 
facturer of electrical appliances, 
announces the opening of a Chicago 
office in the Merchandise Mart 
Building, Suite 1491. 
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What do you specialize in? 


Senne 








_ for instance 


Electric Signs and 
Show Windows 


These two kinds of lighting call for auto- 
matic control to turn on and off at given 
times. 











“Diamond H” Remote Control Switches 
fit in nicely, because they are reliable and 
can be adapted for any purpose. 


If you include “Diamond H” Switches in 
your plans, you can be sure that you have 
selected the very best. 


They are ruggedly built to give long and 
satisfactory service. 


Our engineering department is glad to 
help you in laying out circuits to include 
these switches. 


Incidentally, they are economical to use. 


Bulletin No. 10M shows several wiring plans in 
which these switches are used. 


Send for a copy, it may helb you. 





THE HART MANUFACTURING CO. 
HARTFORD, CONN. 


BOSTON NEW YORK DETROIT CHICAGO SAN FRANCISCO PHILADELPHIA 
DALLAS NEW ORLEANS TORONTO, CAN. MINNEAPOLIS _ CLEVELAND 


DIAMO WITCHES 
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THE WORLDS LOWEST PRICED 
QUALITY WASHING MACHINE 





3 


Retail 





The greatest achievement 


in value-giving in all 


washing machine history 


A new VOSS to retail at the lowest price .. . $59.95 ... for 
which a truly high quality washer has ever sold! A VOSS washer 
which opens a vast new market . . . a VOSS washer priced 
to bring the customer into your store . . . a VOSS washer 
of such apparent quality that nothing even remotely approaching 
it in dollar-value has ever before been available! And, with all, 
a VOSS washer with a satisfactory profit margin for the dealer. 


Once more Voss pioneers the way. Just as we were first, 
34 years ago, to market the first successful washing machine 
. . « just as we were first, eight years ago, to duplicate hand- 
washing action, mechanically . . . so are we first today to offer 
a full sized washer of high quality and exclusive sales features 
that you can retail, profitably, for only $59.95. 


A Strong Program of National Advertising 


The nearly 16 million readers of Good Housekeeping, 
Ladies’ Home Jeurnal and Farmer’s Wife, will read of the New 
VOSS .... its low price and high quality features. The present 
popular E-54 model, which has broken sales records, will also be 


featured in this series of big, dominating advertisements through- 
out 1931. 


Unquestionably, the advent of this new low priced model 
makes the VOSS Dealer’s Franchise the most valuable and profit- 
able in the industry. Perhaps you can secure it for your territory. 
Write or wire for details today . . . and learn of our new finance 


plan, whereby time payments may be handled through your 
local bank. 





VOSS BROS.MFG.CO. 


DAVENPORT. IOWA 


mt eet ee et 


suds at the 
top. 


washes in suds 
at the top. 





Hi The dirt always 
falls to the 
bottom. 





Mail This Coupon 


VOSS BROS. MFG. CO., Davenport, Iowa. 


Gentlemen: Please send me details of your 


Dealer Franchise. Also new Financing Plan. 
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How the new SERVEL HERMETIC 
revolutionizes the sale of 


electric refrigerators 


The new Servel Hermetic is not merely an im- 
provement over others but an entirely new 
electric refrigerator built on advanced engi- 
neering principles. 


Here’s a refrigerating unit hermetically sealed 
and so simplified it contains % less moving 
parts than other electric refrigerators — a 
“‘package job installed at the factory.” 


All the old, trouble-making parts have been 
eliminated. No expansion valve, no float valve, 
no fans, no belts, no pulleys. There are no 
stuffing box seals, no fuses. 


No Costly Service Department 


Now you can serve your customers entirely 
as merchants without any need for the old- 
fashioned, costly Service Departments. 


No more complicated repairs with your me- 
chanics working for hours in the kitchen. No 
intricate adjustments—no replacement of worn 
out parts. 


If for any reason repairs are needed, you 
simply replace the unit (a light, one-man job) 
and ship to Evansville for repairs. We pay the 
freight both ways. 


Backed by the entire resources of the great 
Servel organization—covered by a sweeping 
guarantee that protects both dealer and pur- 
chaser — nationally advertised to millions of 
families through full-color advertisements in 
The Saturday Evening Post—the new Servel 
Hermetic offers you tremendous profit possi- 
bilities in your community. Its market is 
limited only by the number of wired houses. 


Write for our attractive Dealer Plan and a 


complete explanation of what Simplified Re- 
frigeration offers you. 


SERVEL SALES, INCORPORATED 


Evansville, Indiana 


Watch for our Opening Announce- 
ment to the public—2 full pages 
in four colors in the December 


20th Saturday Evening Post. 











THESE POWERFUL SELLING 


A sealed refrigerator unit 
No moving parts exposed 
¥ less parts than others 
Costs % less to operate 





Quietest unit ever built 


Handy control for fast 
freezing 


Beautiful, graceful cabinets 





POINTS 


More usable shelf space 

Flat, usable top 

3 models under $200.00 

Unconditional two-year 
guarantee 
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NOW - UNTIL DECEMBER 15tT# ONLY 


ational Christmas fer 


Special reduced wholesale price on new improved 


Johnson Electric Polisher . in lots of six or more 





YOUR COST 91975 SELLING PRICE $3950 


which represents 100% 


profit on your purchase 


Here is your opportunity to buy this advanced quality mer- 


chandise at the lowest price in history. Wire orders direct to 


S. C. JOHNSON & SON - RACINE, WISCONSIN 
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ABC S/-eader 


—‘‘the chief difference between a business 
and an institution is the difference between 


supplying what you want to sell, or build- 
ing what the public wants to buy.”’ 


—this statement appeared in a full page Saturday 
Evening Post advertisement (May 1926) over the 
signature of Altorfer Bros. Company. 

And in all our twenty-one years we have never 
faltered, never halted, in our firm resolve to really 
be the institution of the industry—having what the 
public wants to buy on ABC dealers’ floors before, 
not after, the existing demand. 

This anticipation of public desire was one of the 
foundation stones upon which this institution was 
builded. It was a fact, in 1909, when Altorfer Bros. 
Company developed the sliding wringer. A reality, 
again and again, as this institution, with ever a keen 
vision into theneeds of thefuture, brought forth more 
worthwhile advancements than any other maker, 
or group of makers, in the washing machine field. 

A thorough understanding of the American 
housewife—knowing her desires, wishes and ambi- 
tions—has spurred us on, year after year, to greater 
heights of creative service. 

And 1930 has been no exception. The record of 
this past year of ABC progress, omnes 4 and 
supremacy, in pele servants for the home, 


pe ON rence oe 


ABC Spinner, Ss ABC Companion, 
Centrifugal Dryer Electric 


finds no parallel in any past or present performance. 

To write of this progress is to predict the future 
expansion of the entire industry—for, as ABC leads, 
so follows the field—a fact exemplified time and 
time again—more recently through competitive 
adaptation of the porcelain tub after its perfec- 
tion by ABC. 


In having ready at all times a ‘‘what-the-public- 
wants-to-buy”’ line it has never been the ambition 
of Altorfer Bros. Company: to produce the greatest 
volume of washing machines or electric appli- 
ances. Our aim has always been, and always will 
be—not how many can we make, but—how good 
can we make them. Volume, therefore, is not the 
yardstick by which we measure success. Success, 
to us, is a combination of financial strength, 
responsibility, stability, steady operation, con- 
tinued growth, national acceptance of quality 
products and the developing, building and market- 
ing of lines the ‘public wants to buy’’— lines that 
make possible dealer permanence, dealer aggres- 
siveness, dealer growth and dealer profits. 

More deliberately than ever have we directed, 
this past year, our entire energies to the creation 
of new utilities the ‘public wants to buy.’’ We - 
have shown great and varied changes. But, during 
the total life of this institution, we have constantly 
changed—for change is inseparable from growth. 
Yet each change has been a stepping stone over 
which the entire industry has advanced. 

A few of these changes for this past year include 
revisions on the ABC Porcelain Companion, in 
June, making it more acceptable than ever to the 
housewife; more salable than ever for the dealer. 
In July changes were made in the fast selling ABC 
Porcelain Playmayd, betterments which increased 
dealer sales by leaps and bounds. In September 
the only Completely Convertible Automatic Ironer 


s 
ABC Play- & 


panion, Gas Motor mayd, Electric 
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n ip Predicts an Even 


was introduced. It became an instantaneous success 


products from better materials; cannot make 
washers that will give better service, or that will 

: surpass ABC in appearance, refinements, conve- 

in both dealer volume and dealer profits. And, in P P : ; 

November—out of twenty-one years’ experience, 

which has produced the country’s finest washers, 


ae Tee 


= n “s 








niences, speed or in labor-saving advantages to the 
housewife. We know, too, that nowhere in the 


Altorfer Brothers, crowned their long list of suc- rea hae Ae nao hia be peuaeen a1 
cessful achievements through their originating, d this 1i * ; 

developing, building and marketing of the ABC And this line will ever be complete—always be 
Electrotable—a deliverer of kitchen comforts and quality—ever be fairly priced. For, as in the past— 
an additional builder of profits for ABC dealers. if, and when, changes are needed—when new 


models may be justified, refinements necessary or 
peta «pening one f price changes advisable—ABC dealers know, full 
ee Ce ee eee well, that this entire organization, with its ex- 
labor-saving appliances for the home, has opened perienced inventive, engineering and managerial 
new fields of endeavor for dealers. Each yews for ability, will operate as an institution with the 
the past twenty-one, new blood, new vision, new 
: capital has put new vigor, new opportunities, new 
, profits, into the hands of ABC dealers everywhere. 
For truth of this statement we need merely point 
to the fact that, in 1930, more new dealers joined 
ABC than during any year in its history. Each and 
every month of this year showed a generous in- 
crease, in units sold, over each previous month 
and over every month in twenty-one years. 1930 


And, at the same time, this same energy, skill 




























has been the greatest year Altorfer Bros. Company a ee 
has ever enjoyed, not alone in the domestic trade, detachable shoe; 110-Ib. 
but in foreign fields as well. tf sewranieetanaems 
What were the reasons for this unprecedented te ee ae ine 
volume increase? One fact—ABC dealers were <anaam 


equipped with a complete line—making it impos- 
sible to blame any lost sale onto the line itself. 


In this day and age of keen competition, dealers a 
must have a complete line—and a quality line— Post Ironer to the ABC 

: : : : : - Portable model. 
with quality in appearance, in materials, in per- 


formance. Without a complete line the dealer will 


fall short in the sales volumes to which he is ABC Portable Table 
; F ge Ironer made by combining 

entitled in return for his investment and effort. ABC Wringer Post Ironer 

And, without quality, the product comes back. ili 


In this day and age of keen competition, dealers 
must have a fair priced line—a complete, quality 
line priced high enough to cover the cost of 
specialty selling and allow for a legitimate profit. 
Chea washers can meet neither the quality de- 
pres which build for satisfaction, nor the profit 
necessities which build for permanence. 

It is our firm conviction that the industry cannot 
bring out a more complete line—or a finer line—of 
washing machines regardless of price; cannot build 


ABC Rollabout 
Ironer same as 
ABC Portable 
able model noe" 
cept equippe 
ben « steel ite. 





® ABC Playmayd, 
Gas Motor 





ABC Apartment, 
Electric 
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foresight to supply what the “‘ public wants to buy”’ 
—and not as a business trying to build what it 
wants to sell. 

This is the promise for the future—a promise 
backed by a successful, ever growing institution built 
from the ground up by the closest application to 
the most minute details of management, produc- 
tion and selling. For 1931, the ABC 


100% Complete—100% 
Porcelain — 100% Quality 
—100% Salable 


line Gmeeting perfectly present day public demand 
in design, performance and price) includes: 
~ ABC Spinner, centrifugal dryer; does more 
work faster, easier, safer and more thoroughly 
than ever before accomplished in a washing 
machine. $165.00. 
ABC Companion, cares perfectly for that 
profitable trade still wanting wringer type 
>, Cquipmerts$135.00. 

‘2 ~ ABC’ Companion, with simple, serviceable 
B & S Gas “Motor—today’s farm market 
leader. $162.50. 

ABC Playmayd, round tub; looks and per- 
forms*»better than any other washer in the 
$100 class. $99.50. 

ABC Playmayd, round tub; B & § Gas Motor 
—today’s volume selling farm washer. $129.50. 
The ABC Apartment Electric Washer 0 
ABC dealers in line for washing machine 
profits untouched by any other. $79.50. 











ABC Electro- 
table is also 
equipped with 
the ABC Electric 
Ironer. Full size 
26-inch ironing 
surface; 110-lb. 
ironing pressure. 
TheABC Electro- 
table occupies 
theleast possible 
space for its pur- 
pose yetitaccom- 
modates every 
attachment. 


Only Completely 
Convertible Electric lroner 


This institution of the industry (building what the 
public wants to buy) scored another very decisive 
victory, last September, when it put ABC dealers 
directly in the path of more and greater ironer 
profits at greatly lowered selling costs and far 
reduced inventory and floor space charges. 


ABC inventive genius, this year, produced the 
only ironer that can be almost instantly changed 
from Wringer Post to Portable, from Portable to 
Rollabout model with the use of only four. pieces 
of equipment—lIroner, Converter, Bracket and 
Table. Three models, all from a limited stock of 
standard convertible accessories that eliminates 
wasted parts and loss in trade-ins. 


Every one of the thousands upon thousands of 
ABC Companion and ABC Playmayd Washer 
owners automatically became prospects for this 
new ABC Wringer Post Ironer. Every washerless 
household—every household where a replacement 
washer is needed—is a prospect for an ABC Porce- 


lain Wringer Type Washer equipped with the ABC 
Wringer Post Ironer. 


Every buyer of the Ironer alone or of the com- 
bined Washer and Ironer, is a prospect later— 
through satisfaction—for the ABC Portable Table 
or Rollabout model. Dual sales in every household 
lower selling costs and raise profits. 


Unmatched in its neat appearance, unapproached 
in its precision manufacture, unsurpassed in the 
finish of the work it does—ABC is today’s out- 
standing Automatic Ironer—conquering all com- 
petition and finding an immense market at its 
exceedingly attractive retail price. 


Now, the New ABC 
Electrotable 


Just as ABC, time and again, changed washing 
machine construction—with every revision a 
forward step—so will ABC again change the 
manufacture ‘rege of competition and the 


merchandising habits of dealers with its new ABC 
Electrotable. 















Coffee Fruit Juice Food Vegetable 
Grinder Extractor Chopper Slicer 
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For Altorfer Bros. Company's newest achievement 
—cautiously planned, deliberately built, specifi- 
cally sold for a market never before supplied 
by any like equipment — is destined to success- 
fully create new and greater dealer opportunities 
and profits. 


For those who sense, with us, the future of the 
American kitchen, this great company developed, 
perfected, started manufacturing and marketing 
this brilliant success this year. Marvelously new. 
Entirely original. Unduplicated in the slight- 
est degree. ABC completes the electrification of 
the modern kitchen with this unique working 
masterpiece. 


In all the world it has no substitute. Its field for 
service is universal—its sales appeal unlimited. 
Here is the most astonishing electric kitchen relief 
ever designed. In it we have created a marvelously 
complete, multiple dutied electric appliance. For 
it does almost everything but write out the recipe 
to ironing the weekly wash. Whips, slices, sieves, 
squeezes, stirs, strains, shreds, mixes, mashes, 
kneads, grinds, grates, freezes, chips, chops and beats. 

A cabinet by artisans. Mechanical devices, by 
master craftsmen, include shredder plates, dough 
hook, mixing bowl, pastry knife, ban juice ex- 
tractor, vegetable slicer, slicer plates, ironer, ice 
chopper, flat beater, food chopper, wire whip, 
colander and sieve, coffee and cereal grinder, oil 
pei ag iy ses equipment that ai woman's 
search for freedom. Equipment that makes food 
more delicious and finer in texture. 

Nowhere is there a single device that can even 
remotely approach the ABC Electrotable in the 
number of kitchen tasks it does; in the speed with 
which it does these things, in the precious time, 
the inconvenience and hard work it saves—a noise- 
less, swift, untiring mechanical servant. 

The keen pleasure of ownership will create 
prospects. Its fair | se will close sales. Standard 
washing machine discounts insure good earnings. 


The Green Light 


to Bigger Business 


And so completes our past year’s 
achievement record. It is our 
firm conviction—and our honest 


Sieve and 
Bowl Plate Colander 








prediction—that the diversified ABC line for 1931 
(combining, as it does, the new ABC Electrotable, 
the new ABC Completely Convertible Automatic 
Ironer, the new and greater ABC Washer line) will 
create a brand new chapter in electrical equipment 
distribution; create new sales volumes heretofore 
unreached; open new, untouched, unsold avenues 
of profit to every dealer flying the ABC banner at 
his masthead. 


Earnest, able, successful ABC dealers appreciate 
the value of this ABC complete and diversified 
line for 1931; appreciate, too, the policies of this 
institution which include—highest standards of 
business practice, fair play with competition, good 
profits for dealers and better than dollar for dollar 
value for the consumer. 


We believe we shall hear, in response to this 
announcement, from other dealers who are search- 
ing for permanence, with a liberal return, on their 
investments and energies; from those who wish to 
join with us in a stable, lasting, profitable busi- 
ness development. 


ALTORFER BROS. COMPANY 


(EST. 1909) 
ILLINOIS 


PEORIA 
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FOR 1931...THE NEW YEAR'S 
BIGGEST 


=“ PROCTOR 
<a AUTOMATIC 


» 
HOUSEKEEPING MAS 




















CAT. No. 915 


LIST PRICE 
$ g .90 Proctor APPLIANCES are proud to intro- 
COMPLETE duce the biggest development in electric 


irons since the advent of the automatic! 

The new 1000-watt iron simply had to 
come! It marches right up and meets to- 
day’s demand for speed. It provides a 
50% greater intake of heat units to re- 
place immediately and continuously the 
heat normally lost in ironing. An accurate 
thermostat regulates this extra intake so 
that the iron is always at proper temper- 
ature. This saves time and results in better 
work, since clothes may be dampened more 
freely and ironed with more perfect finish, 
all in shorter time! 


a % Besides the possibility of “gearing up” 


il 


this iron to 510 degrees for heavy, damp 
linens, you can “throttle her down” to a 
new low of 260 degrees for safely press- 
ing the latest synthetic fabrics such as 
acetate Celanese or Bemberg textures. 


PROCTOR & SCHWARTZ 





ret 
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| R O N FOR GENERAL HOUSEHOLD USE . . . 
ATTACH TO ANY CONVENIENCE OUTLET 


The flow of heat in this Proctor 1000- 
watt Iron is steadier, more abundant and 
more evenly controlled than has ever been 





possible in any previous automatic! 


For household use — 





sell it to every woman 





Remember that this new iron allows faster iron- 
ing with better results. 








Plugs into any convenience outlet. Dial marked in actual Fasric Names. . . no guessing where 


: 1: : . to place the pointer on a temperature scale; just swing it to 
Requires no special instructions for operation. the name of fabric to be ironed and correct heat will be main- 
Has dial plainly marked in Fasric NAMEs— tained steadily. 


just swing the indicator for Linen, Cotton, etc. 


Offers extra-low safety-heat for ironing the new 
rayonrlike textiles. 


Does much better work on all textiles—espe- 


cially wet linens and cottons, heavy damask, thick TOTAL 
woolens, etc. HEAT-RANG = 
Heats up more quickly and maintains heat. EXTRA IN MOST 
oe = mings oobi pine ins IN THE AUTOMATIC 
control, and extra-protected electric cord perma- 
nently attached to iron. PROCTOR IRONS 
¥* Approved by Good Housekeeping Institute. 
Tested by Electrical Testing Laboratories. 








The Proctor is the iron with low safety-heat for ironing the new synthetic fabrics... the 
only iron with “reserve” heat—as low or as high as the work requires. 


ELECTRIC COMPANY 


7th Street and Tabor Road, Philadelphia, Pennsylvania 
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electrical appliances that 
NEED NO OILING 














“GREASEAL’ CLOSED TYPE , 





Alert dealers are 
capitalizing this trend 
with ball bearing electrical 
takable, they are demanding appliances that need no oiling. 
freedom from its exactions. And, They sell more easily, and stay 
in the choice of electrical household helps, sold. They build confidence and good will. 
their preference goes unfailingly to those They’re more profitable because they need 
that they need not oil. less servicing. 


There is a better market for ball bearing appliances. The price difference is negligible. 


‘NVURMA-AUFFMAN us 
PRECISIUN BALL BEARINGS 


NOURMA-HOYUFFMANN BEARINGS CURPN.- STAMFORD CUNN. U.S.A 


American house- 
wives abhor the messy 
oil can. In terms unmis- 
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GENERAL 
ELECTRIC 
CLOCKS 


for ready Holiday Sales 


You don’t have to sell the idea of 
electric clocks to your customers 
this Christmas. People know they 
are modern—convenient — reliable. 


OF, 
& , 
4 A N i 
F 3 
The question comes down to this: 
WHAT electric clock shall I buy? 


If you feature...and push...General Electric Clocks 
you are following the lines of least resistance because of 
the greatest public acceptance . . . and demand for 
products bearing the famous G-E Monogram; symbol 
of electrical quality and dependability. 


Such ready acceptance makes for ready sales for you. 
The pecple who own General Electric Refrigerators, 
General Electric Radios, General Electric Cleaners, 
General Electric Fans, General Electric Sunlamps, Gen- 
eral Electric Mazda Lamps and other General Electric 
products for home use are ready to buy a General Electric 
Clock when they see the various models in your windows 
or on your counters. General Electric Clock advertising 
in eight national magazines this Fall and Winter has 
created, and is now creating, hundreds of additional 
prospects right in your own vicinity. 

General Electric Glocks are made in a variety of models from tiny 


bedside time pieces with softly lighted faces to stately grandfather 
clocks... some with chimes. List prices run from $9.75 to $375.00. 


Every General Electric Clock has the marvelous little Telechron 
motor, which over ten years ago began revolutionizing time keep- 
ing. Today, at its highest point of development, it is offered in 
General Electric Clocks. No winding, oiling or regulating is 


ELECTRICAL MERCHANDISING 





13 











Set 







RN ee Coe 


SSIES 


os 


3 
eO®. 


necessary for General Electric Clocks—hence there 
are no costly service problems to rob you of your 
profit. 


. + To find out about the selling plan— 
just send in the coupon NOW. 


Section T-3312, Merchandise Department 

General Electric Company 

Bridgeport, Conn. 

Please send me dealer data that tells about General Elec- 
tric Clocks. 

Name 


Address 


SSBB BSR S SS RETR SESE eS 








GENERAL @ ELECTRIC 
CLOCK 


Regulated by Comparison with Naval Observatory Radio Time Signals. 
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A New and Better 
at a New and LOWER 


The spectacular success of this amazing new EASY 






















Washer has resulted in greatly increased profits for 
EASY Dealers everywhere. 


Here are the reasons why — 





Why this It has produced big volume immediately on 


New EASY Washer | "8 $79.90 model. 


Price competition within the industry as well 
as that of mail order houses, forced the produc- 
Beautiful jade green porcelain tion of this new EASY Washer. Dealers needed 
enamel tub— inside and out. 4 m , 

it and they have found it to bea volume builder. 


offers the utmost for the money 














Big soft balloon wringer rolls. It has resulted in the sale of EASY 
No-Wringer Washers to many inquirers on 
Detachable bright metal finish $79.50 model. 


wringer with safety control. 





The EASY $79.50 Model attracts price 








Full washing capacity. buyers to your store who have been going 
elsewhere and would not come otherwise. It 

Big, fast,efficient EASY Agitator. gives you an opportunity to sell these price 
buyers better washers. 

asian aon agai And mark this! EASY has other washers 


ing parts enclosed. 





with extra features that justify higher price 
Standard General Electric Motor. and longer profit. 


That’s why EASY dealers can fearlessly 
advertise and push this startling new EASY 
Washer. 


7 WASHERS 


& IRONERS 





Genuine EASY Quality in every 
part. 


EAS 
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EASY WASHER 
PRICE! 


RETAILS FOR ONLY 









$ f6..5; 
factory 
Priced 

Higher in 

the Western 


States 














Not a washer built cheaply 
to sell at a lower price, but — 
the BEST wringer, agitator washer 


AT ANY PRICE! 


This sensational new EASY Washer is the big- 
gest news in washing machine history. Think 
of it! A new and better washer that retails 
$20 to $50 under the wringer washer market! 

Mind you—we say new and better. We mean 
just that. 

The new EASY Model 2-F is not an old 
model cheapened to sell at a price. It is brand 


new. And it is a better washer in every way than 
the old $99.50 EASY Washer which it replaces. 


We challenge you to find any other wringer 
washer selling at any price that offers so much 
in dependability! In convenience! In washing 
speed! In beauty! In quietness! 


Also—thisnew EASY Washer with the famous 
EASY 4-cycle gas engine sells for only $119. 
Do you realize what that means? You can 
undersell all mail order competition . . . and do 
it with a washer so far superior that there is 
no comparison. 


You have a crying need for this marvelous 
new EASY now—when every buyer is search- f) 
ing out the greatest values. EASY Model 2-F ] 
will boost sales for you as no other washer [] 
could. Now is the time to push it. Don’t wait!} 
Wire or phone for full details today. 








Syracuse Washing Machine Corporation 
Syracuse, New York 


\ 
So } 
\e 


WIRE OR PHONE ; 
Syracuse Washing Machine Corp. a 
for full details today B) 
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WHY BAKELITE MOLDED IS PREFERRED 
FOR PRESSING IRON HANDLES 


Pressing irons need handles that do not retain 
heat. Bakelite Molded has low heat conductivity, 
and handles formed of it stay cool even when the 
iron is hottest. A comfortable grip, that conforms 
to the contour of the hand is also desirable, so 
these Bakelite Molded handles are molded to 
fit the hand. 


Bakelite Molded handles have the further advan- 
tage of being smooth, hard, and strong. They do 
not dry out and split, and there is no surface 


BAKELITE CORPORATION, 247 Park Avenue, New York. 


finish to wear off or peel. The fine appearance 
of Bakelite Molded adds much to the attractive- 
ness and saleability of an iron. 

All sorts of electrical appliances and devices are 
being made with Bakelite Molded fittings, because 
these not only give a quality appearance, but also 
make them more durable and serviceable. 
Write to us for a list of these appliances, and 
the names of the manufacturers who will be glad 
to send you full particulars. 


CHICAGO OFFICE, 635 West 22nd Street 


BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario 





BAK 


REGISTERED 


“The registered Trade Mark and Symbol shown may be used only on products 
@ade from matenals manutoctured by Bakelite Corporation. Under the copi- 
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LITE 


VU. &. PAT. OFF 


tol “B” is the numerical sign for infinity, or yntimited quantity It symbolizes the 
infinite number of present and future uses of Bokelite Corporation's product,” 


THE MATERIAL OF A THOUSAND USES 














— OE, 
AIRSET 


RADIO PROGRAMS 
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TWO 






TO HELP 
| 
CHRISTMAS SALES \ 

i 


The wa 
WESTINGHOUSE ss , 


DEC. 2 


> 





Westinghouse offers dozens 
of happy solutions to the Christ- 
mas gift problem in two new 
and fascinating radio programs 
—solutions that should set the 
cash registers of Westinghouse 
dealers jingling a merry tune of 
extra Christmas profits. 

On December 2d the “West- 


C hristmas inghouse Pioneers” will be intro- 

duced in a Special Christmas 

. program, featuring music of 

A PP liance broad popular appeal from re- 
cent successful shows. 

Pro gram On December 16th a “Home 

@ Makers’ Program,” with a similar 


type of musical background, will 
feature Miss Katharine Fisher, 
Director of Good Housekeeping 
Institute, in a short talk on the 
value of electric servants in the 
home. 


DEC. 16 


Home-makers’ 


This is a brand-new type of 
Pro or om program to increase your Christ- 
e mas appliance business. Tune in 





and see for yourself. Display the 
Westinghouse broadside poster 
and invite your customers to 
enjoy these programs. Remember 
the dates and time—10 P. M. 
Eastern Standard Time, Decem- 
ber 2d and 16th, over Westing- 
house Station KDKA and the 
coast-to-coast N. B. C. hook-up 
of 36 powerful stations. 
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BE SURE 
To Have Colored 


Lamps in Your 


Windows 
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BRIGHTEN your show 

windows with the Christ- 
mas display material sent to 
you by the Edison Lamp 


Works. The youngster, 
the toys, and the Christmas 
tree are all there--irresistible 
appeals to come in and buy 
something. 


This display material has been de- 
signed to sell more than just lamps 


for Edison MAZDA‘ Lamp prevents. The 
colorful streamer, lamp holder, playhouse 
cartons, and price cards all radiate the 
Christmas buying spirit. A glance at 
the illustration will show how they fit 


into any display. 


And remember to show colored lamps. 
They are as Christmassy as stockings by 
the fireplace, holly wreaths, or gleeful 
kiddies surrounded by new toys. 


*MAZDA—the mark of a research service 


EDISON MAZDA LAMPS 
: GENERAL@S ELECTRIC 








sepa RESIS ROT 
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a protitable year 


or PREMIER 


—thank you! 


HIS past year, when 

prospects were hard 
to find and sales were hard 
to “clinch,” Premier sales 
behaved admirably. They 
actually held their own...and 
gained on the industry as a 
whole. We’re doubly grateful 
because our dealers, too, 
enjoyed their share of our 
good fortune. 


We’ve analyzed the cause of 
our prosperity because we 
want to extend and increase it 
this coming year. We’ve found 
that the Premier advertising 
idea of “Two cleaners instead 
of one” did a fine selling job 
for all the Premier models. 


The story of “the Spic-Span in 
place of attachments” made a 
deep impression on women 
..-.and sold an amazing num- 
ber of cleaners. 


And, of course, at the very 
root of our success, lies the 
fact that Premier engineers 
have always been pioneers in 
improving and perfecting—so 
that no finer cleaners can be 


bought. 


Our carefully worked outSales 
Promotion Plan has done 
a mighty good job. Why not 
write for it...and learn how to 
make two profits grow where 
only one grew before? 


THE PREMIER VACUUM CLEANER C@. (Division of Electric Vacuum Cleaner Co., Inc.) Dept. 
712, Cleveland, Ohio. Branches in all leading cities. Made and sold in Canada by the Premier Vacuum Cleaner 
Company, Limited, Toronto. Foreign Distributors: International General Electric Company, Incorporated. 


Retail Price 


Exe y Al) 


Slightly higher on Wes! 
Coast and in Conada 


PREMIER 
SPIC-SPAN 


$14.50 


Including 
deodorizer and 
blower. 


Deodorizer and blower 
accessories for use 
with Spic-Span. 
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Now 


BLACK & DECKER 
ELECTRIC MOTORS 


5 om change of name of the Domestic Electric Company to 
the Black & Decker Electric Company created an important 
advantage for manufacturers of electric appliances. Now, by 
equipping his product with a motor bearing the Black & Decker 
nameplate, thé appliance manufacturer adds to his product the 
good will, the ready acceptance, the reputation for honest 
value and utter dependability that have been enjoyed by all 
Black & Decker products for more than two decades. 


In addition to the good will ofa good name, the Black & Decker 
nameplate carries to the appliance manufacturer the assurance 
that he is getting fractional horsepower motors of the very 
highest efficiency. For to the extensive facilities of the former 
Domestic Electric Company have been added the broad experi- 
ence, the financial strength, the extensive resources for engineer- 
ing and research, the world-wide distributing and service facili- 
ties of Black & Decker. 


Manufacturers of devices powered by fractional horsepower 
motors are invited to use the BLACK & DECKER ELECTRIC 
COMPANY as a department. of their own organizations—to 
analyze their motor problems as individual problems, and to 
recommend or design BLACK & DECKER ELECTRIC MO- 
TORS exactly suited to their requirements. 


BLACK & DECKER ELECTRIC CO. KENT, OHIO 











FRACTIONAL 7 A HORSEPOWER 
1 ae 
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Type 12. Internal 
S.A. E.and Standard 
Machine Screws 





NOTHER dissatisfied customer— another service job that will 
mean time and money wasted. No wonder it’s so hard for a 
dealer to show a decent profit these days. 


But—who’s to blame? The manufacturer, of course, should never 
build a product that will not stand up. However, the dealer should 
never handle a product that will not give his customer complete 
eh a satisfaction. Too often, the cause of such discouraging experiences 
ee ae is due to faulty connections—screws and nuts working loose—and 


when this happens trouble is sure to start. 


Protect yourself by handling only those products that are Shake- 
proof equipped. Shakeproof Lock Washers and Shakeproof Lock- 
ing Terminals assure you of absolutely tight connections. Their 
twisted teeth cannot shake loose for the greater the vibration, the 

= tighter they lock. Test Shakeproof on your next service job and 
Type 15. Countersunk : : 
par al Coamacrsnk see for yourself how perfectly they function. Free samples will 
be furnished on request—send for a supply today! 


.. DHAKEPROOF,g 


1,419,564 


2 2 LockWasher Company % 


_ _ Locking Terminals a {Division of Illinois Tool Works) Twisted “ 
For. Radio and Electrical Work Teeth that 


2535 North Keeler Avenue, Chicago, Illinois LOCK” 
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ONE THOUSAND 
SPECIALISTS 


at your command ... . 


Headquarter specialists and field experts are at your ser- 
vice, when you buy your electrical requirements from the 
General Electric Supply Corporation. 


You may need a new merchandising plan to meet an 
alarming situation in your territory. You may desire a 
special advertising campaign to help you cash in on an 
unusual opportunity. You may want suggestions for a 
new store layout, or a series of window displays for a 
special occasion. You may require the services of an 
accountant to help you balance your budget and install 

















... to serve better the electrical needs of America 


a new set of books, so that you may know the vital 
facts about your business. 


The General Electric Supply Corporation, with whole- 
sale warehouses strategically located at more than 80 
points throughout the United States, makes all of these 
specialized services quickly available to you. Important 
to you, also, is the assurance that you can depend on 
prompt delivery of General Electric merchandise from 
the house nearest you. Thus you can keep your inven- 
tory at a minimum. When you have a perplexing prob- 
lem or an electrical need . . . write! 


Join us in the General Electric Program, broadcast every Saturday evening over a nation-wide N. B. C. network. 


GENERAL @ ELECTRIC 


SUPPLY CORPORATION 


GENERAL OFFICES 4 ¢ 


“ a 


BRIDGEPORT, CONNECTICUT 


















Sketch from photograph 
showing a portion of the in- 
quiries received from the first 
announcement of General 














































































dé fircuits, Power 
#-pull audio, new 


Electric Full Range Radio. iS 
/ 


GENERAL@ELECTRIC 
+ FULL RANGE RADIO 


“The first rumor that the name General Electric was to appear See 
on a radio set brought a flood of inquiries—and even definite 











requests for dealer appointments, and actual orders for sets. SS} 
From that moment public interest has grown apace. With 
the appearance of the actual sets, a wave of enthusiasm Ti. & 


burst over the trade. That enthusiasm grows daily greater. i 
‘The performance of General Electric Full Range Radio, the (3) \\ ag 
ample advertising support, and the apparently endless inter- \ 

est and acceptance of the public assure a profitable season \ 

for General Electric Radio dealers. A year that marks a new 
era of stability, permanence, and successful business. 

The following extracts from the General Electric Radio 
~<a tell what the trade thinks of the General Electric 
Radio: 

“This set far surpasses anything we have heard.” 

“Are more than pleased with the public acceptance and feel 
more than sure of the best radio season we have had since < N 
we have been in the business.” 

“I, and all that have been in my shop to hear the Lowboy 
I have on my floor think it is wonderful, and I may add that 
it is the envy of other radio franchise holders.” 

“It’s just what I have been looking for, for the last seven 























years.” 

“It is the first time any radio set I have had has more than 

lived up to what was claimed for it.” if 

“I must admit, however, that it is really beyond my expecta- i t) & 

tions and my dreams.” law es = 
“I am thoroughly convinced that this is the best radio that I we 
have ever listened to.” J 


THE RADIO-PHONOGRAPH COMBINA- THE HIGHBOY (as illustrated) —9-tube, 


a TION—9-tube, Screen-Grid Super-Hetero- | Screen-Grid Super-Heterodyne, fitted with 

dyne. Local-distant switch, tone control and local-distant switch and tone control. Re- 

i home recording equipment including micro- mote control available at additional cost. 

/ phone, 4 blank records and 2 special needles. Brown walnut cabinet with French doors. 


Brown walnut cabinet, satin finish. List Price List Price $179.50 less tubes. 
$285 less tubes. Remote control available at 
additional cost. 
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The Hammond Electric Calen- 
dar Clock not only gives exact 
time from the light socket— 
but also the day and date 


which change automatically 


























at midnight. A modern and 


The Gregory Calendar model is 
attractive gift for anyone. packed in an attractive gift box of 
modern design and is enclosed in an 





Retail price $12.50. 





for reshipping. 





individual shipping carton suitable 


71 


Outstanding Electric Clock Value 


This is not the first time that Ham- 
mond has created a sensation—it 
will not be the last. But the Greg- 
ory model is undoubtedly the big- 
gest scoop of the year. Dealers 
and jobbers now handling the 
Hammond line know it as a fact. 
Dealers not handling Hammond 
clocks also know it—if they are 
watching the progress of the health- 
iest industry in America today— 
particularly if they are watching 
Hammond progress. 

Act now while there is 
time for some real Christ- 
mas business—your job- 


ber can serve you. The 





Hammond Clock Com- 
pany, 2915 North West- 
ern Avenue, Chicago, 


Illinois. 














$795 Warming Pad 
to retail at $595 


An amazing value when you 
add price appeal to the sales 
points of the Westinghouse 
Warming Pad: 


Heating elements asbestos 
wound and asbestos covered for 
100 per cent insulation. 


_ Special reinforcing of heating 
elements in construction of pad. 


, . . 


Positive acting thermostats that 
will not interfere with radio 
reception. 


Peach-colored pure wool eider- 
down cover. 


Transparent cellophane wrap- 
ping to keep pad fresh, clean 


and sanitary. 








ELECTRICAL MERCHANDISING 


Chrome Plated 


$1420 Automatic 
Waffle Iron $12 75 


to retail at 


At $12.75, you'll be offering a 


Waffle Iron with every feature 
of the highest priced irons made: 


Chrome-plated, to give it beauty 
and a long-wearing, non-tarnish- 
ing finish. 


Temperature automatically con- 
trolled at baking heat by famous 
Built-in Watchman thermostat. 


Convenient heat-indicator to tell 
user when iron has reached bak- 
ing temperature. 


Radiant-type heating element, 
to give uniform heat distribu- 
tion over entire baking area. 
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THESE 3 APPLIANCES 


are the outstanding values of the year 


$ G°° ~ Chrome Plated 


urnover 


Toaster 95 
to retail at $495 


This is the lowest price at which 
a Chrome-Plated Westinghouse 
Turnover Toaster has ever been 
offered. Its, sales features make 
it too goéd a bargain for a 
woman to pass up. 


Chrome finished for lustrous 
beauty that’s easy to keep clean 
and shining. 


Turnover feature. A simple mo- 
tion turns the toast without its 
being touched. 


Large bread trays, to take slices 
from any size loaf. 


Heating elements wound to give 
even distribution from top to 
bottom. 


Special stops to prevent trays 
from touching the table. 


| Westinghouse 


etch 














we 
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THESE 3 MERCHANDISING PLANS 


mean profitable selling 
at popular prices. sw. 


With each of these sure-selling appliances, 
Westinghouse offers you a merchandising plan 
complete in every detail. Each plan will be local- 
ized for you, fitting into the selling activity you 
choose. Window displays, literature, mailing 
pieces and newspaper advertisements, all can be 
made to dtaw people to your store on the 
strength of your low price offer. 

Plans like these make appliance selling easy 
for you. They take most of the troublesome 
details right out of your hands, because they 
provide the material you need, printed and ready 


for your use. 


SEND THE COUPON 
TODAY 


The coupon below will give you 
the opportunity to inspect these 
campaign appliances and to go 
over the Westinghouse portfolio 
of merchandising plans. Send 
it in today and get your activ- 
ities organized in plenty of time 
to gain the most from them. 


APPLIANCES 











WESTINGHOUSE ELEctRIC & MANUFACTURING CoMPANY, 
Domestic Appliance Department, Mansfield, Ohio. 
Gentlemen: I would like the opportunity to inspect your cam- 


paign appliances for 1931 and to review the portfolio of selling 
plans. 


eee eee emer eee eee reer eer eeseeeerseeeseeeeeeeeeeesees 


CI ss esc end oatauanand No Ee C 
E. M. 12-30 
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VEONEEL iV All 
Protects the Nation's Laundry 


i 
# 


33 

MONEL METAL WASHERS ' 

are made by these i 

LEADING MANUFACTURERS 
See them at your dealer's! 























Barlow & Seelig Manufacturing Co., Ripon, Wis. 
Brammer Washing Machine Co., Davenport, lowa 
Chicago Dryer Company . . - - Chicaga, Ill. 





Grinnell Washing Machine Corp., 
Horton Manufacturing Company, Ft. Wayne, Ind. 
Hurley Machine Company . . . . Chicago, Ik 
Nineteen Hundred Corporation, Binghamton, N. ¥. 
One Minute Manufacturing Co. . . Newton, lowa 
Voss Bros. Manufacturing Co. . Davenport, lowa 





IN CANADA: 








Beatty Bros. Lid. . . . . . » + Fergus, Ont, 
Bernard Washer Company . . Joliette, Quebec 
J. H. Connor & Son, Lid. . . . » Ottawa, Ont 
Easy Washing Machine Compary . Toronto, Ont. 
Happy Home Manufacturing Co., Ltd., Toronto, Ont. 
Thor-Canadian Company, Lid. . . Toronto, Ont. 
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THE INTRRNATIONAL NECK EL COMPOUND. ENGL. TG WALL SPRERE. NEM VORRO YY 








MONEL MIEWAL | | 5 
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TOMORROW 





2() leading manufacturers 
now make MONEL METAL washers... 
advertising helps you SELL them! 


HE women of your community are always inter- Monel Metal never rusts, that it resists corrosion and 
ested in methods and equipment that will help will not spot or stain the finest fabrics. They know 
lighten their household burdens—particularly their that its gleaming, silvery beauty lasts a lifetime because 
washday tasks. When you offer them Monel Metal Monel Metal, being two-thirds Nickel and one-third 
washers you make an irresistible appeal to this funda- copper, is solid throughout—like fine sterling with the 
mental desire. Now that twenty leading washing ma- beauty and durability that Nickel alone can impart. 


chine manufacturers in this country and Canada make You should take advantage of the trend toward solid 
Monel Metal washers you will find it easy to supply white metals for household equipment. Display a 
this new demand. Monel Metal washing machine — feature it to your 


Remember that Monel Metal washing machine ad-__ prospects and cash in on this newest development of 
vertising is working for you—constantly educating your the washing machine industry. 
prospects to the unique advantages of this remarkable We'll gladly send you the names of manufacturers 
Nickel alloy. Your customers already know that now making Monel Metal washers. 






Mone! Metal is a registered 
trade mark applied to a techni- 
cally controlled nickel-copper 
alloy of high nickel content. 
Monel Metal is mined, smelted, 
refined, rolled and marketed 
solely by International Nickel. 








THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. Y. 
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WIRE YOUR JOBBER NOW FOR 


Buss Light 


ASSORTMENT 


Unlike novelty lamps, BUSS Lights are year 
"round sellers. They are bought—not because of 
a fickle style—but to fill any of a dozen needs in 
the home. Therefore, BUSS Lights are not sub- 
ject to profit-robbing price reductions. They sell 
for one price, yield a full profit. Good merchan- 
dise to stock. Especially now. For BUSS Lights 
are tremendously popular for Christmas gifts. 

Cash in on your chance to sell BUSS Lights 
for Christmas. And throughout 1931. Lay in 
your stock at once and get them out on display. 
Wire your jobber now for one of the BUSS Light 
display assortments described here. 


BUSSMANN MFG. CO. 
2546 University St. St. Louis, Mo. 


A Division of the McGraw Electric Company 















SPECIAL OFFER 


An accurate store-to-store check 
shows that dealers who used the 
BUSS Electrified Display Stand 
averaged more than twice the sales 
made by those who did not have it. 

You can get this sales maker 
with an order of 24 or more BUSS 
Lights, free. Have your jobber order 
it for you, or write us direct. 


If you already have the Electrified Display Stand and order 24 or more lights 
you can get the SPECIAL No. 30 DISPLAY SET which includes card for the 
Stand. In ordering specify— 


24 BUSS Lights with Electrified Display Stand, or 24 BUSS Lights with 
SPECIAL No. 30 DISPLAY SET. 


ASSORTMENT OFFER 


This assortment is made up of one each of the seven models of 
the BUSS Light. The Lights are priced at the regular dozen-lot 
price — your cost $13.33 and retail $20.00. 

The assortment includes attractive display and price cards and 
a sheet showing how any number of selling displays may be built 
by simple arrangements of the striking new boxes in which the 
$3.00 models now are packed. 


In ordering, just specify BUSS Light Assortments. 


YOUR 


ee me et et er oe 














BUSS Light 


The Flandtest Light in 





World « 
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The Timken 


Roller Bearing Co., 
Canton, Ohio, 


Gentlemen: 








We have been using for five years with universal 
Success your "Timken" Roller Bearings in conjunction with 
Our worm drive " AMERICAN BEAUTY" Washer, 


We have ©xperimented with bearings Similar to 
yours but have always found the "Timken" the most efficient 
and satisfactory, 


It is a credit to any W 
©quipped which means quieter and b 
and operation-- 
ion, 


asher to be Timken— 
longer life and fr 


etter rolling efficiency 
eedom from service atten- 


Your superb service on shipments ena CO-operation 
on advertising helps, lab 
appreciated, 


els, etc. are very good and much 





Yours trul 
GETZ POWER WASHER CO, 
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G-E Fuse plucs SELL! 


OUR customers will buy fuse plugs they 
can SEE into—that’s why the trans- 
parent G-E Fuse Plugs are in demand. The 
crystal clear *Pyrex top will quickly move 


them from your shelves. 


Five plugs in an attractive, fast selling 
unit package; or plugs may be displayed 


open in counter bins for single unit sale. 


These plugs are approved by the Under- 
writers’ Laboratories. The clear *Pyrex top 
provides safe and sure indication when 


fuse “blows” on short circuit or overload. 


It will pay you to include G-E Fuse Plugs 
in your stock now. Your G-E Merchandise 
Distributor will supply you—or write Sec- 
tion D-3312, Merchandise Department, 
General Electric Co., Bridgeport, Conn. 





FLASHING COUNTER PIECE 


Get one from your G-E Merchandise Distrib- 
utor—with your next order. It’s an eye-catcher 
...makes sales for you! 


GENERAL @ ELECTRIC 
FUSE PLUGS 


GENERAL ELECTRIC COMPANY . BRIDGEPORT, CONNECTICUT 























Thor Agitator Washer — 


$9975 
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THE HOME WILL COME 
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EVER have household appliance dealers had a better opportunity to reap their holiday 


harvest than they have right now. 


For many years past you have been forced to work against the public’s willingness to 
buy luxuries, novelties and knick-knacks as Christmas gifts. You have had to compete 
with “luxury” dealers for even a fair share of the holiday business. 


Thor Portable Speed - Iron—*7952 


But YOUR day has come! This season 
the public is going to spend its money in- 
telligently—for things that are needed— 
for things that will save them money. It 
is a wide-open opportunity for Thor deal- 
ers. And the smart ones are going to make 
hay while the sun shines for them. 


Thor’s great $150,000 Christmas Sales 
Contest is spurring salesmen on to putting 
their very best effort into selling Thor 
Washers and Ironers. But this is not the 
only support we are giving Thor dealers 
to help them do a whirlwind business this. 
holiday season. 
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FIRST THIS CHRISTMAS 


Let Your Home Come First this CHRISTMAS 





help to reduce ving exe 
On this page. 5 such p 
each of them wil 





















The greatest array of Christmas sales helps ever offered 
appliance dealers 


We’ve prepared for the greatest holiday business the washer industry has ever seen. 
We’ve poured our money into the finest line-up of dealer display and advertising material 


that ever went out of this house. There are special holiday window trims, direct mailing 
pieces, folders, display cards, etc. Some 


of this material is illustrated on these Thor Attachment Iron—*4.9°° 
pages. This is the Thor dealer’s and Thor 
salesman’s opportunity—and we're doing 
all we can to help them take advantage 
of it. There is still time for you to sell 
Thors for holiday gifts. Write or wire 
for details about Thor’s 1931 sales pro- 
motion and advertising plans—the most 
complete merchandising program ever 
offered appliance dealers. 


HURLEY MACHINE COMPANY 
22nd Street and 54th Avenue 
Chicago, Illinois 





Thor Wringerless Washer — 
$9975 













































































Now comes this amazing new radio sensation—The Crosle 
the home—suitable for use in every room of any hous 
distant stations—incorporating all of the most recent Crosley radio developments—and sold complete with 


tubes at an astonishingly low price—and only 1544” high, 17” wide, 







POWEL CROSLEY, JR., President 
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The Crosley NEW BUDDY BOY 


BUDDY BOY—suitable for endless uses in 
elivering ultra-performance on all not too far 


The cabinet introduces new beauty in sets of this type—and an entirely 
new method of construction—a one-piece cabinet without seams, joints, 
Learn about this new radio marvel now—your Crosley 
distributor will gladly demonstrate. There’s nothing approaching it in 
the radio world today for only 


The New Classmate 


A marvelous cabinet exactly like the famous 
Crosley MATE except that it is five inches 
higher. Contains the same type sensitive 
and selective receiving set as The MATE 


and, in addition, incorpo- 

rates the latest type Cros- $ 50 
ley moving ee — e 
power speaker. maz- — 
ingly low in priceat only WITH TUBES 


Tbe New 
Admininistrator 


Here is a truly magnificent cabinet of thor- 
oughly modern and special design which 
houses the same type receiving set and latest 
Crosley moving coil dynamic power speaker 


as The DIRECTOR. 
Has positive automatic $ 50 
volume control and local- ‘fe 


distance switch. Priced 
startlingly low at only... LESS TUBES 








THE CROSLEY RADIO CORPORATION 


Home of “‘the Nation’s Station”—WLW 


CINCINNATI 


Also manufacturers of CROSLEY Battery Radio Receivers, the CROSLEY ROAMIO Automobile 
Radio Receiving Set, and the famous AMRAD RADIO 


















bination for what you 


narily expect to pay for a radio re- 
Gelving S0b dIONCs 66.6 6.66.060:66 555 ‘ LESS TUBES 
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Outstanding Models 
to a Successful Line 


Te BUDDY 


An exquisite table, mantel or clock 
type self-contained receiving set, with 
power speaker, only 153%” high, 1554” 
wide and 934” deep, so small in size 
and light in weight that it is easily 
moved from place to place. Contains 
the same type re- 


ceiving set and dynamic power speaker 

The PALand The MATE. Em- $64 50 
ploys three Screen Grid tubes. — =, 
Nothing ever equalled it at so low casei 


&@ price..... eseCeseeet es ceeentees 


WITH TUBES 


Tbe PAL 


A marvelously beautiful cabinet, 
255%” high, suitable for use as an end, 
bedside or occasional table. Contains 
the same receiving set and dynamic 
power speaker as The MATE and 


employs same 
number and type $ 50 
of tubes. The eur 


price is amazingly 


low for the quality and performance. WITH TUBES 


The MATE 


A delightfully designed and exe- 
cuted cabinet that harmonizes 
with any surroundings in the home. 
It contains an entirely new re- 
ceiving set and dynamic power 
speaker. Employs three type -24 
Screen Grid tubes, one type -45 
and one type -80. The unusual 


value of The 
MATE at the $ 50 
exvericoe e 


low price is sel 


evident...... Pes Braun ~ WITH TUBES 


A particularly beautiful cabinet 
containing a receivi set em- 
ploying three Screen Grid tubes 
type -24, one type -27, two 
type , and one type -80. 
Positive automatic volume con- 
trol, local-distance switch and 
latest type Crosley moving coil 
dynamic power speaker are 


features 
of this set. $ 50 
Astonish- e 


ly 1 
inaecee” =©— LESS TUBES 


be ARBITER 


Electrical Phonograph 
and Radio Combination 


A truly versatile instrument 
that provides complete enter- 
tainment for any occasion in 
the modern home, complete in 
a cabinet of superlative beauty. 
The same super-selective and 
sensitive — oT set = 
moving Co ynamic pow 

speaker as in The DIRECTOR 
and The ADMINISTRATOR. 
A marvelous electric phono- 


graph and 
radio com- $1 3 " DO 
would ordi- — 


Available with induction type self-starting 
motor at $147.50 


YOU'RE THERE WITH A CROSLEY 


€RO-SLEY RAD+0- 
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Two machines 


at the price of one! 
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The Multi-Speed motor of the 
Magic Maid permits of mixing at 
different speeds — a highly impor- 
tant feature. From whipping cream 
to mashing potatoes it does a hun- 
dred and one time-and-labor-saving 
jobs in the kitchen. 





The Magic Maid changes instantly 
from mixer to fruit-juice extractor. 
It will do everything that any other 
fruit-juice extractor can do. 





The Magic Maid includes a multi-speed electric 
motor, heavy construction base and standard 4 qt. 
revolving mixing bowl, two beaters and fruit juice 
extractor attachment. What a value for $19.50! 


No wonder this new type kitchen 
helper is taking women by storm £ 


No wonder the country’s largest 
* public utilities, department stores 
and electrical dealers are featuring and 
demonstrating this new Magic Maid at 
$19.50. 


keen sense for value and a still keener 


These merchandisers have a 


sense for what sells. 

The Magic Maid is a real sales stim- 
ulator for immediate sales in household 
appliances—a new and unusual product 
that appeals first on eye-value and then 
on its sheer merit, a household necessity 


that women need and want. 


National Advertising 


National advertising in the country’s 


most powerful magazines, such as Good 


* STAR-Rite « 


MAGIC MAID 








Housekeepingand Ladies’ Home Journal 
are selling, to your very own customers, 
the strong story of the merits of the 
Magic Maid. Particular emphasis is put 
upon the fact that for only $19.50 the 
housewife gets two separate and distinct 
machines in one—food mixer and juice 


extractor. 


Act NOW 


Get in your orders for the Magic Maid 
today. Let your customers know imme- 
diately that you can supply this nation- 
ally advertised product of self-evident 
merit and value. The appreciation and 
desire is there. Feature and display the 


Magic Maid and get the profits. 


The Fitzgerald Manufacturing Company 
Dept. 12A, Torrington, Conn. 

Gentlemen: Kindly send me full information 
on the Magic Maid together with details of 
sales methods and sales helps. 


Name 





Addresa______ 





| 
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6942 Grand Central Term. Bidg., New York 
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to You? 





Heater Cord can add two things of value to the 
electrical appliance you make or sell—appearance 
and service. 


A poor heater cord may give you appearance and 
lack service. A good heater cord will give you 


both. 


Poor heater cord is a liability. Good heater cord 
is an asset. 


Rockbestos heater cord made by specialists, is the 
result of long experimentation and made of the 
finest materials. It is built with the proper de- 
gree of flexibility which gives life to heater cord. 
It is built to meet the conditions of service to 
‘which it may be put, whatever appliance it may 
serve. 


While Underwriters Laboratories, Inc., set certain 
standards for heater cord service, Rockbestos far 
surpasses any test thus required. 


When Rockbestos Heater Cord is selected for 
use on an appliance, appearance and full service 
are added to that appliance. 
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Does Heater Cord Mean Price or Service 


ROCKBESTOS PRODUCTS 


Cc O R P O R A TFT t QO N 
414 NICOLL STREET 
NEW HAVEN, CONN. 
903 Clark Bidg., Pittsburgh, Pa. 718 Madison Term. Bidg., Chicago 
2019 Railway Exch. Bidg., St. Louis, Mo. On the Pacific Coast—Anaconda Wire & Cable Co. 


ROCKBESTOS 


- the wire with permanent insulation 
































€ 


"OE, ol 





pee 








ae ee 


December, 1930 





ELECTRICAL MERCHANDISING 


83 


9 out of 10 Women 
WANT IT- 


cS ie 





SAFELY, SURELY, EFFICIENTLY. 


HERE’S only one such ma- 
chine in existence—the Port- 
able Whirldry. 

Just as there’s only one cleaning 
fluid,—the new Whirldry cleaner, 
that’s non-inflammable, non-explo- 
sive, in fact, a perfect fire extinguisher, 
which will not disturb pleats or 
pressed-in creases or add a single 
wrinkle to a garment drycleaned. 

Whirldry cleaner leaves no odor, 
is easily filtered through the Whirldry 
Kit and may be used again and 
again. 

Nine out of ten women want it— 
they said so in answer to a nation- 
wide survey. 


And because these same women 
spend $600,000,000.00 yearly for 
drycleaning, there’s a big market 
waiting. 

Show your customers tnat they can 
dryclean a silk dress in 10 minutes 
for 5 cents—in the same machine that 
will wash, rinse and whirldry the 
dainties they’ ve always done by hand, 
—and, you’ve made a sale. 

When you tell them that there’s 
no shrinkage, that woolens, celanese, 
rayon and other delicate fabrics can 
be drycleaned perfectly in the Whirl- 
dry Washer, you don’t have to sell 
—you just take orders. 

Tests have proved it. 


So, if you want something to feature, an item you can make a 
real leader, send the coupon today. 


The WHIRLDRY CORPORATION 


New Haven 








ereduone 


WASHER 
To Retail At 


Complete dry-cleaning kit including two lu: ze 


cans Whirldry 


492 


Cleaner to retail at $9.50 








Connecticut 


New Haven E. M. 12-30 


IS A WASHING MACHINE THAT DRYCLEANS— 





THE WHIRLDRY CORPORATION 


Conn. 


| 

| 

| Please send me the Booklet ‘‘Drycleaning at Home.”’ 
| Niaiiteer sets 

| Street 

| i a est State 
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» Reasons 
Why You Should Look Over This 
BRYANT DUPLEX 
FLUSH RECEPTACLE 


Body is of Brown Bakelite « <« <« <« <4 4 No. ABS 


Bosses have ‘“‘Easy-Finding’”’ Ribs <« << <4 4 








Brown Bakelite Duplex Flush Re- 


i 23/3 an i aa * 4 
Depth is only 23/32 of an inch 7 ' ceptacle. Each outlet is approved 


FY PF > 


Yoke is of a semi- flexible type which facilitates for 15 amperes, 125 volts; 10 am- 
installation and adjustment in the box, but without 
sacrificing the rigidity of the receptacle after the 
installation has been completed 4 <4 <4 4 


peres, 250 volts. Base is 27149 in. ] 
x 14% in.; depth 2342 in. Sup- ’ 


— 2 porting screw spacing is 3932 in. 
5. Two extra large—No. 8—Binding Screws are provided 


in each Side Wiring Terminal «< <« <4 <4 4 





Plate mounting screw is ground- 
F " J ed to the yoke. Each Side Wiring 
This last feature makes of No. 4832 a connecting block as 
well as a convenience outlet. This receptacle can also be 
furnished, on special order, with plaster ears integral with Screws. Standard Package, 100; 
the yoke. When so desired, specify No. 4832-PE. 


Terminal has two No. 8 Binding 


Carton, 10; Standard Package 








See complete description at the right. Weight, 23 lbs. 


THE BRYANT ELECTRIC COMPANY 


BRIDGEPORT a | CONNECTICUT,U.S.A. 
BOSTON : CHICAGO :-NEW YORK PVT f PHILADELPHIA:SAN FRANCISCO 
50 High Street 844 West Adams Street 60 East 42nd Street \wirine Devices ) 1333 Chestnut Street 149 New Montgomery Street 


epi” 
MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I1888-MANUFACTURERS OF HEMCO PRODUCTS 













| 
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Dead-weight is 4 
, 77 women look to you to lig 


LIGHT TO WOMAN'S TOUCH... STRONG TO SERVE 


Burros burden 





hten their work 


Heavy metals give many a woman an extra “daily dozen” to do—she is more interested in pounds she 


daily doesn’t lift — which means Alcoa Aluminum. Speaking of vacuum cleaners L point to Alcoa 


Aluminum. Women recognize its lightness. Mention waffle moulds @ and that brings to mind 


Ss 


the Aluminum grid which needs no grease and conducts heat five times faster than iron or steel. Not 


P 
forgetting percolators Vy and other table appliances which are 


These are sales points well worth mentioning because women want 


cleanly and safe in contact with 


food products when made of ys .¢. O A A a U M | N U M 


appliances both electrically right 


and structurally light. ALUMINUM COMPANY of AMERICA; 2460 Oliver Building, PITTSBURGH, PA. 





Ete cTRica. 


MERCHANDISING 


“ANOROC” 


prevents corona, eliminates ozone, 
on rubber insulated, high tension cables 

















Voltage stress in air, either within or 
about a rubber insulated high voltage 
cable is likely to cause corona, the forma- 
tion of ozone and damage to the insula- 
tion similar to that shown in the 
illustration. 


Instead of trying to overcome the ozone 
hazard with metallic shields, protective 
coverings or so called ozone proof or 
ozone resisting insulation, we approached 
the problem from another angle and de- 
signed a new type of rubber insulation 
called “ANOROC” (corona from an- 


other angle) which prevents the forma- 
tion of corona and ozone. 


“ANOROC” rubber insulation positively 
prevents the formation of corona and 
ozone within or about a cable at normal 
operating voltage. It retains all of the 
qualities which identify a high grade 
rubber compound. 


Further information and details of tests 
are contained in a recent Simplex publi- 
cation entitled “Corona Prevention and 
Ozone Elimination.” May we send a 
copy to you? 


Patent applied for. 


SIMPLEX WIRE & CABIE @ 


MANUFACTURERS 
201 DEVONSHIRE ST., BOSTON 
BRANCH SALES OFFICES 


CHICAGO, 564 W. Monroe St. 


SAN FRANCISCO, 890 Fourth St. 


NEW YORK, 1828 B’way CLEVELAND, 2019 Union Trust Bldg. 
PHILADELPHIA, 1227 Fidelity-Philadelphia Trust Building 
JACKSONVILLE, 417 Barnett National Bank Building 





SIMPLEX INSULATED WIRES AND CABLES 
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THEY KEEP A-RUNNING 























oil 





14, Horse Power Century Type SP Split Phase Induction Motor 


PROTECTED 


AGAINST DAMPNESS, DUST AND DIRT 


The vital parts of the motor are protected from 
falling material or dirt and from dripping water 
by the mechanical design. 





Their sturdy construction and clean cut appear- 
ance suggest ruggedness in the machines on which 
they are mounted. 





Century Motors build business because ‘They 
Keep a-Running.” 


yale a 4 SR es 
agian EMR RMS ar ake ROT at 


3 aie. SAR 
% 0 eR a SRE 


Built in %, % and % horse power sizes. 


CENTURY ELECTRIC COMPANY 


1806 PINE STREET» - ST. LOUIS, MO. 
40 U.S. and Canadian Stock Points and More Than 75 Outside Thereof 


~~ 


iv ee Bie il hr Reh sig 


SINGLE PHASE, MOTOR GENERA- 
THREE*PHASE. TOR SETS, ROTARY 


AND. DIERECE CONVERTORS, FANS 
CURRENT MOTORS AND VENTILATORS 





SP-2 


FOR MORE THAN 26 YEARS AT ST. LOUI 


Wx 
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Gears... 


meeting all the demands 
of the careful appliance 
builder, will surely 
satisfy critical buyers 


Perkins Gears offer more to 
the appliance manufacturer 
because they assure the appli- 
ance buyers of smooth, de- 
pendable operation. 


Yet, the first cost of Perkins 
Gears is moderate. You can 
specify Perkins Gears and rest 
assured that every one will 
be accurate and uniform in 
quality. 


You can safely trust the most 
thorough merchandizing plans 
and honestly back up operat- 
ing guarantees when Perkins 
Gears are specified and used. 





Perkins Engineers are gear specialists, ready to 
help you solve gear drive problems of the most 
complicated nature. 


PERKINS HIGH SPEED 
GROUND THREAD 
WORMS 


We make a specialty of pre- 
cision worms and gears. 
Just send sample gears or 
prints for estimate. 


Or let us send you some 
examples of work we are 
producing regularly for 
appliance builders. 


PERKINS 


Machine & Gear Co. 


130 Circuit Ave., 
Springfield, Mass. 
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a real 
seller? 


-watt 





NEON GLOW LAMP 


The %-watt Neon Glow Lamp meets the demand for 
economical performance. Sturdily built — millions 
of vibrations will not harm it —the little %4-watt 
Neon Glow Lamp gives more than 3,000 hours of 
service at an almost negligible cost. And it has a 
host of uses. As a pilot light, indicator or handy test 
lamp, in annunciator on call systems and for many 
other special purposes. Fits standard socket and 
runs direct on 110 A. C. Sales and profits possibili- 
ties of the Neon Glow Lamp will interest you. For 
details and prices write: General Electric Vapor 
Lamp Company, 887 Adams Street, Hoboken, N. J. 


GENERAL (6) ELECTRIC 
VAPOR LAMP COMPANY 


(formerly Cooper Hewitt Electric Gompany) 


476A © G. E. V. L. Co., 1930 











METAL STAMPING SERVICE 
DRAWING | 


an 
STAMPING ss 
3° FORMING ii 
Small Metal Parts 
aI Brass, Conser & Gael 
PATTON-MACGUYER COMPANY 


17 Virginia Avenue, Providence, R. I. 

















“WHO'S MAKING 
MONEY—NOW?” 

| AM! {32-3 
a = DO LIKE | DO! 


Just make sure that you read every issue 
of the “Wiremold Business Builder®. That's all. 
It's FREE you know. Don't overlook this bet. 









SEE HOW 


IN THE Wiremocd 


W. B. B. WRB Headquarters Hartford, Conn. 
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Reliable motors 
for 
reliable machines 


ts aE? OL BURNERS | 


ee 


PAINT SPRAY MACHINES 
& 
A ee 


upon to replace motors which fail to give reliable serv- 
ice. And it is the dealer who loses time and money 
on each motor breakdown. » » » Wagner realizes the 
importance of motor reliability. Wagner appreciates the 
dealer's responsibility to the user. That is why Wagner takes 
every precaution possible in the design and construction of 
motors to anticipate even abnormal operating conditions. 
» » » And that is why an ever increasing number of dealers 
prefer Wagner-driven appliances because they involve 


less motor service calls and preserve customer goodwill. 
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Motors are as important as any other items making up 
motor driven appliances. The best designed oil burners, 
paint spray machines, air compressors, grease guns and 
refrigerant compressors become unfit for service when 
the motors fail. » » » Unfortunately, the user does not 
and cannot differentiate between motor and machine. 
To him a breakdown is a breakdown, irrespective of 


whether the motor or the motor-driven unit is to blame 


‘— and the dealer who sells it is invariably held re- 


sponsible. It is the dealer displeased customers call 


Ve REFRIGERANT COMPRESSORS 





6400 Plymouth Avenue, Saint Louis, U.S. A. 


MOTORS 


TRANSFORMERS FANS 


SINGLE-PHASE DISTRIBUTION DESK WALL 


POLY PHASE POWER CEILING 


DIRECT CURRENT "INSTRUMENT 


VENTILATING 
S231-2XA 
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OF LAST-MINUTE 
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RAY-O-VAC : lashlight 


HEN that last frantic Holiday rush comes, let 
Ray-O-Vac flashlights be the first and brightest 
thought of the frenzied shopper. Flashlights properly 
displayed will solve many a customer’s problem. But 
whether they buy Christmas gifts early or late, Ray-O- 
Vac profits will look good to you—especially because 
Ray-O-Vac flashlights sell themselves and save your 
time at busy counters—because they are sales that stay 
sold, and make good customers come back. 
Aggressive merchants are planning to display Ray- 
O-Vac Assortment No. 1156 (shown here), which 
combines the famous Rotomatic flashlight, the popu- 
lar Baby spoulight, and the 95c quick-selling Bull’s-eye. 
While you’re displaying the assortment, National Ad- 
vertising will be helping sell Ray-O-Vacs to the 10% 
million readers of the Saturday Evening Post, Liberty, 
Collier’s, Literary Digest, and Country Gentleman. 
All Ray-O-Vac advertising says, “Ask your dealer!” 
Will you be ready? Ask your jobber salesman, or write to 


Telephone, Ignition, Flasblighe, and Lantern Batteries; “A”, ““B” and "“C” 
Radio Batteries; Autoradio and Aircraft Radio Batteries; Rotomatic and 
Standard Flashlights; Electric Lanterns; Licensed Radio Tubes. 





UT 


Precision Insulators 


Accurately made within the closest 
of tolerances. 


Inquiries Solicited 


AMERICAN 
LAVA CORPORATION 


1423 William St. 
Chattanooga, Tenn. 


Manufacturers of Electric and 
Heat Resistant Insulators 











Only reliable products 


can be continuously 


advertised 





HUESEUGCOOONOQGUUUUONONEEGdGOOQOOquUUOuuovege4ee¢v4sqQsquuunneeeeeneegeedsqsqsqoceceeeeeeeeeeedsotasctQ4Useegeeeeneassuussuquuuceeeevenngugnguasqsqusuireattsttits 








/ These R.L.M. Reflector Brands 


having been approved now bear 
this label 


ABOLITE 
BENJAMIN 
IVANHOE 
QUADRANGLE 
WESTINGHOUSE 
WHEELER 





Electrical Testing Laboratories 
80th St. and East End we 





New York 





—, 


CASTES 
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What Do You Know 
About 


Iron Elements? 





|* times of depression with competition extremely keen, 
it might appear foolish for a manufacturer to add on will- 
ingly to the cost of any particular item, but that is exactly 
what we have done with our iron elements. 


It has long been known that Monel metal is the finest 
contact made for heating elements, but it has been used 
by very few manufacturers and none in the replacement 
element field, because Monel metal at the present time 
costs five times as much as the regular brass terminal 
strips used on elements. 


We are pleased to advise that effective at once all EAGLE 
IRON ELEMENTS, catalogue No. 301—No. 302, in all 
voltages and wattages will be manufactured with Monel 
leads. Although the manufacturing cost is increased 
tremendously, we will not increase our price on the 
element but sell it at the regular established price. 


This is in line with the Eagle policy of always making an 
article the best we know how and then working towards 


the goal of getting low manufacturing costs by quantity 
production. 





No element manufacturer in the replacement element field 
has dared to even consider Monel metal for element leads. 
In the past our returns have been one out of every 18,000 
on our iron elements, and by using Monel leads our returns 
will be a good deal less. 


Recently, a number of small competitors have gone into 
the heating element field who know nothing of their 
costs, whatsoever, with the result that prices are being 
demoralized. Of all the elements that have come to 
our attention, only one has been designed correctly. All 
others will burn out within three or four months after 
being put into use. It would be unfair of the jobbers to 
ask us to meet these ridiculous prices. 


Some of these competitors have even stressed the fact 
that they have brass screws in their heating elements. We 
have been using Monel metal screws for a year, and we 
can assure you that this screw is about one thousand per- 
cent more efficient and better adapted to its purpose than 
the brass screw used by others. 


) NOW 
4 TERMINALS 





EAGLE ELECTRIC MFG. CO., Inc. 
59-79 Hall Street 
BROOKLYN, N. Y. 








this So oot a 
ads ? 





T HERE must be a reason why so many of the 
country’s greatest utilities sell Hewitt pads— 
why a considerable number sell it exclusively. With 
companies like New York Edison, Boston Edison, 
Public Service of New Jersey, Niagara-Hudson, Buffalo 
General Electric (and so on through the list) endorsing 
Hewitt pads to their customers, there surely is an 
answer somewhere. 


FEEL /ts S| upertority 


You can feel the superiority of the Hewitt pad the 
minute you pick it up. Soft as a down puff, you 
probe in vain for lumps or bunches—snap the switch 
and feel how fast it heats. That’s why it sells—it 
appeals to the customer instantly. 


make the APPEAL TEST 


We offer every utility executive and electrical dealer 
the opportunity to make the Hewitt Appeal Test in 
the privacy of his own office. Send for a sample Hewitt 





Pad and see for yourself the radical improvements 
that Hewitt’s Six Heats and patented Wovenheat 
clement have made in warming pads. Write today! 


HEWITT ELECTRIC & MANUFACTURING COMPANY 
1169 MASSACHUSETTS AVE., ARLINGTON, MASS. 
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-the most 
complete 
line Of «++ 
FANS 
ever offered 


bUANU ONE 
manufacturer 
SIGNAL ELECTRIC MFG.CO. 


MENOMINEE, MICH. 


Electrical Manufacturers since 1890 





MANUFACTURER. 











Electric Heaters 
Mechanical Specialties 


Novel production methods, 
give low prices on small lots. 
Coiled resistance wire, thermostats. 
Immersion, die, permanent-wave and special heaters. 
Stampings, development and assembly work. 
Give us a shot at your Overhead Cost! 
Tell us your problem! 


Reimers Electric Appliance Co., Inc., New York 
Factory and Estimating Dept. 
961 Angelique Street, North Bergen, N. J. 


4 








Put Your Firm Name On 


Test-Q-Lite 


—and keep it before electrical workers by giv- 
ing this indispensable tester as a Christmas re- 
membrance. 

TEST-O-LITE is the first practical pocket tester for 
testing high resistance leaks up to 20 megohms. It 
instantly detects burnt out fuses on all circuits from 
110 to 550 volts A.C. or D.C., tells the difference 


between A.C. and D.C. current, and is guaranteed for 
a lifetime. 


TEST-O-LITE is protected by U. S. Patent No. 
1,778,883. Infringers will be prosecuted. 


List Price $1.50—Quantity Discounts 


L. S. BRACH MFG. CORP. 


Specialists in Electrical Protective Devices for 24 Years 


Newark, N. J., U. S. A. Toronto, Canada 








Miners and Manufacturers 





Natural and 
Composition 


Cut or Died 
to Any Shape 





Sheets, Discs, Washers, Cylinders, Tubes, 
and Mica Tape 
Flexible Moulding and Segment Plate 
Shade Plate and Torchieres 


TAR HEEL MICA COMPANY 


Box 5, Plumtree, N. C. 


Established 1908 








Ig 


Tnit Ventilators, etc. 





Super-Silent 


The logical choice where 
quietness is essential. 





for driving tic appliances and small ma- 
chinery. 
Domestic Oil ety ool 4 — 
Gas Furnaces — Domes : 
Refrigeration—Adding Ma- Sy) 
chinese—Ventilating Fans— 


Hyde Park, Boston, Mass. 
Branches in principal cities. 
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Electric Motors 


URNISHED in fractional H.P. 
sizes for either A.C. single and 
polyphase or D.C. Particularly 
well adapted for driving domes- 


B. F. Sturtevant Company 
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. . . 1186 inquiries in 3 days... 


and hundreds more pouring in daily ask 


for more information about the G. E. 


Pool of 7 
Mercury 





Every G. E. Suniight Mazpa Lamp contains a 
small pool of free mercury. When the filament is 
lighted, a portion of this mercury vaporizes and an 
are forms between the electrodes just above the V 
of the filament. This arc, together with the white 
hot tungsten, produces the vital, health-maintain- 
ing ultra-violet. 

Except for this pool of mercury the Sunlight 
Mazpa Lamp greatly resembles a regular Mazpa 
Lamp. But the G. E. Sunlight Mazpa Lamp must 
be used in the G. E. Sunlamp or special equipment 
made by G. E. and other manufacturers to secure 
ultra-violet radiation. 


#) days’ mail brought 1186 in- 

quiries about the G. E. Sun- 
light Mazpa Lamp. These came 
as a result of one advertisement 
in the SarurDAy Eveninc Post 
and other magazines. The coupon 
requested further information 
about the lamp. 

Prior to this, our advertising 
made no offers. Many adver- 
tisers offer books. We offered no 
books. We used no coupons. We 
said nothing about writing in. 


ee MAZDA _ 


2353 potential customers wrote in 
and asked for more information 
about the Sunlight Mazpa Lamp! 

Every week since the campaign 
started has brought a batch of 
inquiries from physicians. Some 
weeks these ran as high as 200. 
Each week brought them. 

These concrete, definite ex- 
pressions of interest speak in un- 
mistakable terms of the eager, 
waiting market for the G. E. 
Sunlight Mazpa Lamp. Such 
swift responsiveness undoubtedly 
suggests to you that profit pos- 
sibilities from the sale of this 
merchandise are excellent. 

It also suggests that if you 
haven’t got G. E. Sunlight Mazpa 
Lamps and special fixtures on 
hand, it’s time to get them now! 
And that if you have them, it’s 
time to display them—zow. 

Now is the time for action. 
Forceful advertisements which 
are educating and informing 
millions of readers about ultra- 
violet and the Sunlight Mazpa 
Lamp in national magazines are 
stimulating the market, and will 
continue to do so. The Winter 
and Spring campaign is even 
stronger than the Fall campaign 


Join us in the General Electric Program, broadcast every Saturday evening 
on a Nation-wide N. B. C. Network. 


and appears in more magazines. 
Christmas is putting your cus- 
tomers in a buying mood. But 
completion of sales and the reali- 
zation of profits is up to you. 
You can’t make them unless you 
tell and show people that you 
have the lamps to sell them. 

To help you, a booklet full of 
practical, proven ideas for selling 
Sunlamps has been recently pre- 
pared. It is yours free of charge. 
Write for it. Incandescent Lamp 
Department of General Electric 
Company, Nela Park, Cleveland, 
Ohio. 


‘‘Selling Sunlamps”’ gives 
much valuable informa- 
tion about the G. E. Sun- 
light MazpA Lamp and 
anentirely new conception a P 

of the big, profitable mar- , oe 

ket for units using this mr 

lamp as well as many 

proven suggestions on how 

to sell them. It is free. Tou evens, Masemen ones 
Mail the coupon below. 


SELLING 
SUNLAMPS 
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THE INCANDESCENT LAMP DEPARTMENT OF GENERAL 
ELeEctrRic Co., NELA PARK, CLEVELAND, O. 


Please send me a copy of ‘‘Selling Sunlamps,”’ the 
booklet of merchandising ideas on the G. E. Sun- 
light Mazpa Lamp. 

Name _ a than 7 
Address_ ee es 
Cig _State 


If you do not handle G. E. Sunlight Mazpa Lamps, 
but would like to do so, check this square. [] EM 12-30 


GENERAL @ ELECTRIC 
SUNLIGHT MAZDA LAMP 
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Utility Merchandising Bureau 


INCORPORATED 


'8 EAST 48TH STREET ,¥ < Pa 333 N. MICHIGAN AVENUE 
PHONE VOLUNTEER 2538 a PHONE CENTRAL 1281-1252 


NEW YORK eg CHICAGO 


H. H. CUDMORE, PRESIDENT 
FORMERLY DIRECTOR MAZDA BUREAU, GENERAL ELECTRIC CO. 





AN OPEN LETTER TO MANUFACTURERS 


Mr. Manufacturer: 
YOUR TIME HAS COME— 


to keep your business ALIVE or to LET IT DIE along with the stock market and many 
other business enterprises that have passed on in this year of 1930, D.P. (DePression). 


YOUR PRODUCT MUST BE MERCHANDISED! 


YOU MUST SELL YOUR OWN SALES ORGANIZATION; YOU MUST SELL YOUR 
WHOLESALE DISTRIBUTERS OR YOUR JOBBERS, YOUR RETAILERS, UTILITY 
COMPANIES and last, but not least— 


YOU MUST MERCHANDISE YOUR PRODUCT to the ULTIMATE CONSUMER or 
you are going to PASS OUT of the BUSINESS PICTURE. 


YOU DON’T KNOW HOW TO MERCHANDISE? Well, MODERN MERCHANDISING 
is a HIGHLY SPECIALIZED CALLING today. PROPERLY EXECUTED it will MANUFAC- 
TURE SALES to the consumer, which is of equal, if not more importance than manufac- 
turing products. 


Take a quick glance forward into 1931, A.D. (After Depression). You are certain to 
see a BIG BUYING WAVE, because nobody has been buying this year. If you expect to receive 
YOUR SHARE of the BUYER’S DOLLARS—YOU MUST MERCHANDISE. 


The services of a group of successful merchandising men who have had over twenty 
years’ experience in successfully merchandising many lines of products, are offered you. These 


men KNOW WHAT NOT TO DO and can SAVE YOU MANY COSTLY EXPERIMENTS. 


This cumulative knowledge and experience is certain to prove of material assistance 
to you in SOLVING YOUR SALES and MERCHANDISING PROBLEMS—EFFECTIVELY AND 
ECONOMICALLY. They are offered you on a REASONABLE SERVICE CHARGE basis. WE 
CAN MAKE MONEY ONLY BY PRODUCING RESULTS. 


There is no charge for a preliminary conference at our New York or Chicago offices. We 
shall be glad to have your executives meet the members of our organization. 


Our booklet, “SENSIBLE SELLING FOR MANUFACTURERS”, by H. H. Cudmore, 
formerly director of the MAZDA BUREAU of the General Electric Company, will be sent you 
WITHOUT OBLIGATION upon request of your executives, at which time, please tell us some- 
thing of your product that we may study it in advance of our conference. 


UTILITY MERCHANDISING BUREAU 


Addree: our nearest office as shown above 
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SEARCHLIGHT SECTION 


EMPLOYMENT : Business: OPPORTUNITIES 


UNDISPLAYED—RATE PER WORD: 


Positions Wanted, 5 cents a word, minimum 
$1.00 an insertion, payable in advance. 


Positions Vacant and all other classifica- 
O00. 10 cents a word, minimum charge 


Proposals, 40 cents a line an insertion. 


INFORMATION: 


Box Numbers in care of any of our offices 
count 10 words additional in undis- 
played ads. 


Discount of 10% if full payment is made in 
advance for four consecutive insertions of 


te ne 


EQUIPMENT— USED or SPECIAL 
DISPLAYED—RATE PER INCH: 


Pe eae ere eee $7.50 
SAS MCN ok ccc eeaces 7.25 an inch 
CO me eee 7.00 an inch 


Rates for larger spaces, or yearly rates, 
on request. 

An advertising inch is measured vertically 
on one column, 3 columns—30 inches— 
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undisplayed ads (not including proposals). 


to a page. 


Electrical Merchandising 


COPY FOR NEW ADVERTISEMENTS ACCEPTED UNTIL NOON ON THE 25TH FOR THE ISSUE OUT THE 1ST OF THE FOLLOWING MONTH. 














There is a 


Searchlight 
Section 


in each McGraw-Hill 
paper: 

American Machinist 
Aviation 


Bus Transportation 


Chemical and 
Metallurgical Engineering 


Coal Age 

Construction Methods 

Electric Railway Journal 
Electrical Merchandising 
Electrical World 

Electronics 

Engineering News-Record 
Engineering and Mining Journal 
Engineering and Mining World 


Factory and Industrial 
Management 


Food Industries 

Industrial Engineering 
Metal and Mineral Markets 
Power 

Product Engineering 

Radio Retailing 

Textile World 


For advertising rates and 
other information on any 
or all of these publications, 
address 


SEARCHLIGHT DEPT. 


Tenth Ave. at 36th St., New York 
@-17 


POSITION WANTED 


THOROUGHLY experienced wiring and fixture 

man desires position either as salesman for 
supplies or fixture company, or in store fix- 
ture department, capable of taking charge of 
department. Location secondary to permanent 
position; willing to travel. PW-343, Electrical 
Merchandising, Tenth Ave. at 36th = St., 
New York. 


SALESMEN WANTED 


Salesmen 

We can use the services of several factory 

salesmen to sell a nationally advertised elec- 
tric clock to the wholesale trade on a strictly 
commission basis. Upon replying state expe- 
rience and present headquarters. Our men know 
of this advertisement. SW-341, Electrical Mer- 
chandising, Tenth Ave. at 36th St., New York. 




















REPRESENTATIVE AVAILABLE 
Additional Line Wanted 





An established manufacturers’ agent in Michigan . 


calling on central station and large depart- 
ment stores exclusively will consider additional 
lines which will fit in with washing machines 
and ironers, or overhead lines and transmission 
equipment. RA-342, Electrical Merchandising, 
520 No. Michigan Ave., Chicago, Ill. 








BUSINESS OPPORTUNITIES 


For Sale—Electrical Plant, Wyo. 

Well established trade. Necessary equipment. 

Annual receipts $60,000. Price $2.500. WNa- 
tional Brokerage Co., Omaha, Nebr. 

Electrical Merchandising Shop For Sale 

In one of the most progressive cities in Michi- 

gan. Have franchise in Western Michigan 
for General Electric radios, refrigerators and 
Hotpoint ranges. BO-344, Electrical Merchandis- 
ing, 520 No. Michigan Ave., Chicago, Ill. 














VACUUM CLEANER 
PARTS 


ALL LEADING MAKES 
LOWEST PRICES 


Bags Brushes Belts 


Bearings Switches 
Tires Wheels 
Attachments 


ARMATURES REWOUND 
Write for Price List 


United Enterprises, Inc. 


13000 Athens Ave., 
Cleveland, Ohio 











Vacuum Cleaner 
Armatures 


Rewound exchange price 
$2.50 each 
Rebuilt Vacuum Cleaners 
Eureka — Hoover 
Vacuum Cleaner Parts and Supplies 
Belts for Hoover 
$5.00 per Hundred 
Belts for Premier 5c each—Vacuum 
cleaner brushes rebristled $.50 each 


Here Are Some Real Bargains 


Pomranz Electric Co. 
4552 Sheridan Ave., Detroit, Mich. 








AN INCOME BUILDER 


FREE FOTO GUIDE 
and Vacuum Cleaner Parts Cata- 
log. Most complete ever pub- 
lished. Lists over 800 items 
and special tools. 24 = «pages. 
Illustrated. Standard material at 
‘owest cost. Valuable source data 
on Obsolete parts. Big help to all repair shops 

URON ASSOCIATED INDUSTRIES 











1307 Engineers Bldg., Cleveland, Ohio 
PT UT 


Bargains in Exercising Machines 


We offer. for cash, the following brand new 
Savage Health Motors: 
15—Model C—7 with steel stands 


18—Model B—9 with pedestals. 
9—Model A—with cases. 
These exercising machines are latest models and 
fully guaranteed. 
FS-337, Electrical Merchandising 
520 No. Michigan Ave., Chicago, Ill. 
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WANTED 


Used Vacuum Cleaners 


Highest cash prices paid. State kind 
and quality. 


K. V. C. Co. 


621 Johnson Ave., Cleveland, Ohio 


WASHERS WANTED 


Turn your dead stock into cash. We buy 
all makes—new or used—any quantity. 
In replying state make, model and price. 
HOME APPLIANCE (CO. 
940 Penn Ave., Pittsburgh, Pa. 











Watch— 


the Searchlight Section 
for 








Equipment Opportunities 





WANTED 


WASHING MACHINES 


Maytags preferred, for cash, large or small 
quantities. State location, condition, model 
and price. 
W-338, Electrical Merchandising 
520 No. Michigan Ave., Chicago, Il. 
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Give ’em 
the air! 


¢ effective ventilation in 
offices, homes, stores, factories 
and public buildings by “giv- 


ing ’em the air.” 





APITALIZE on the ex- 











Take a look about—you will 
be surprised at the number of 
places right nearby that are 
trying to get along with meth- 
ods of ventilation which are 
very obviously inadequate. 


Dealers and contractors han- 
dling the Diehl line of fans 
have unlimited possibilities in 
this fertile field because the 
Diehl line includes a size and 
type of fan for every practical 
requirement—each fan _ built 
for years of trouble-free serv- 
ice and backed by a liberal 


guarantee. 


Ask your jobber or write us for 
complete information and prices. 





DIEHL MANUFACTURING COMPANY 
Electrical Division of 
THE SINGER MANUFACTURING CO. 
Elizabethport, N. J. 


Atlanta—Boston—Chicago—Dallas—New York 
Philadelphia—St. Louis 


DIEHL 
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This index is published as a convenience to the reader. 


Every 


care is taken to make it accurate, but Hlectrical Merchandising 
assumes no responsibility for errors or omissions. 












